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Philadelphians are great travelers—most ubiqunous tourists—and 
they are proverbial for going away from home for health, rest, recreation 
or pleasure during the torrid months. You will always find Philadel- 
phians well represented at every Summer Resort in the land; no matter 
where. And these Quaker Cityites can be reached directly and immedi- 
ately (by hotel proprietors seeking patrons) through the resort columns of 
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It is read by just the class of people who do this ‘‘ going away.” We 
have special rates for hotels and summer resorts in general—they may be 


had upon application. 
Now's THE TIME TO WRITE. 


PeVVeeeerecereeeri 
falafel viaiule/ia'ulaivi/ulv'viwial/ulw'uly/Uu/u'ly/is'y’u/ble'y/u/illly EIU UU ULL ra 
‘4 









Average Circulation in Feb. '98: The Record 
ef ee 181,309. = Publishing Company, 
unday 142,446. Philadelphia, Pa. 
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A pound of raw! 
steel which may be 
purchased for a few 
cents becomes worth 
$128,000 when made 
into hair springs for 
watches. 


Quality as well as 
Quantity ___om 


COMFORT is not 
in the “Raw Steel” 
class of publications, 
but with nearly one 
and one-quarter million 
\ subscribers and over 








_~~~ j Ads in COMFORT may appear | ~~~ _ 
~~ to come high but they pay. £-— 
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NEWSPAPER CIRCULATION. 
By Charles N. Kent 
(For seven years Editor of the American 
Newspaper Directory). 

What is newspaper circulation? At 
the very outset in the consideration of 
this subject, we are met with difficul- 
ties, and these difficulties or those of 
kindred nature beset and follow us 
even to the end, in any attempt to es- 
tablish a rule or maxim by which to 
determine, not only what circulation 
is, but how much circulation has each 
or any particular newspaper or peri- 
odical. 

The New English Dictionary de- 
fines circulation as being ‘* The extent 
to which copies of a newspaper are 
distributed—the number of readers 
which it reaches.’’ A liberal inter- 
pretation of the latter part of this def- 
inition might authorize a publisher in 
claiming a circulation many times 
greater than the number of copies actu- 
ally printed, upon the ground that each 
copy is read by many different indi- 
viduals. It will not be denied, how- 
ever, that many publishers have 
claimed the greater circulation since 
long before the New English Diction- 
ary was ever thought of. The Cent- 
ury Dictionary says circulation is ‘‘The 
extent to which a thing circulates, or 
is diffused or distributed, as: the cir- 
culation of the two periodicals was 
about 300,000.” Webster agrees with 
the Century, and the Standard (most 
comprehensive of all) says: ‘‘ Num- 
berissued.’’ This latter is undoubt- 
edly the generally accepted definition, 
and the only one upon which as a basis 
actual facts can be established. ‘‘What 
is done with the copies issued,’’ says 
a well-known authority, ‘‘ has a bear- 
ing only in fixing the value or character 
of the circulation.” Yet there are 
some publishers who insist that circu- 
lation should represent the actual 
number of copies sold, deducting from 
the number issued all given a free dis- 
tribution, used for office purposes or 
otherwise disposed of ; and others urge 
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that for advertising purposes the circu- 
lation of a daily which appears in 
morning and afternoon editions, when 
both are likely to be purchased and 
read by the same people, ought not to 
be reckoned as the total number of 
both editions. But after giving full 
weight to all arguments, the consensus 
of opinion brings us to the necessary 
conclusion that circulation is the actual 
number of copies printed. 

How, then, arises the question in 
natural sequence, is the advertiser to 
know what the actual number of copies 
printed of any given publication is? 
Custom is a ready excuse for many a 
wrong-doing, and is admitted to cover 
a multitude of sins. Possibly cus- 
tom may be the publisher’s excuse for 
so strenuously asserting an actual 
issue, sometimes a little, often a great 
deal more than it actually is. Of 
course, there are exceptions—many 
honorable ones—to this practice; but 
the practice is sufficiently common to 
compel its recognition. ‘‘ The largest 
circulation in the town” is frequently 
claimed by two or more publishers 
whose offices are within a stone’s throw 
of each other. Similarly is claimed, 
‘* the largest circulation in the county,” 
‘the largest evening circulation of any 
daily in the city,” and even ‘‘ the larg- 
est circulation in the United States.” 

Previous to the year 1869 no effort 
was made to either catalogue the news- 
papers or record their circulation. The 
only lists were in manuscripts, closely 
guarded, as a valuable part of the stock 
in trade in the offices of the half dozen 
advertising agencies. It was then 
that for their own use and the informa- 
tion of their customers, the then and 
ever since proprietors of the American 
Newspaper Directory issued their first 
volume. The announcement of its 
publication was received with conster- 
nation by the other agencies. Its pub- 
lishers were told that the issuing of 
this book would ruin the agency busi- 
ness; advertisers, if they could buy a 
printed and descriptive list of news- 
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papers, would no longer require an 
agent's assistance, but would deal with 
publishers direct. Othello’s occupa- 
tion would be gone. Even the vener- 
able and far-seeing Mr. Pettingill took 
this ground and urged asa matter of 
self-preservation that the work be 
abandoned. But the book appeared. 
Every effort was made to secure from 
publishers of the then existing news- 
papers all necessary facts for a full 
description of each. It became early 
evident, however, that the question of 
circulation was the viial one with which 
the editor of the Directory had to deal, 
and that in this dealing he had a Her- 
culean task to perform. Publishers 
were ready enough to report a circula- 
tion of 1,000, 5,000, 10,000 or more, 
but any attempts to verify such reports 
were met with some such response as : 
‘*T have told you what my circulation 
is; my word is enough. Either print 
as I gave it to you or leave my paper 
out entirely.” It was quite customary 
to reckon 25 sheets as a quire and 500 
sheets as a ream—ten printed reams 
would, it was thought, justify a report 
of circulation as 5,000. A report once 
came from an agricultural paper in 
Boston, with figures so high that an 
explanation became necessary. The 
explanation was that inquiry showed 
every copy of the paper was read by at 
least five persons, hence the number of 
copies printed was multiplied by five. 
This, by the way, was the paper now 
published by the man who still abuses 
the Directory because, in the absence 
of figures to verify them, he can not 
get the figures he wants, and who is the 
active member of that publishers’ asso- 
ciation which no one has been able to 
discover, 

The circulation figures in the 1869 
Directory were usually preceded by the 
word ‘‘claims,” or ‘‘about,’’ as the 
editor, who was of Puritan stock, and 
had an occasional conscientious scruple, 
could not make up his mind to give as 
absolutely correct the surprisingly large 
issues which many publishers reported. 

In each succeeding volume there was 
an evident advance in the effort to ar- 
rive, and the success in arriving at, 
correct circulation figures. An asterisk 
(*) was used to denote that a larger 
circulation than that indicated by the 
figures was claimed, but no proof fur- 
nished to substantiate the claim. A 


dagger (+) indicated that the accuracy 
of the figures was supported by affida- 
vit. 


The next step, and it was a long 





and wise one, was to give a circulation 
letter rating in all cases where nostate- 
ment in actual figures was furnished, 
This plan, with necessary changes, has 
since been in constant use. It is satis- 
factory to advertisers, and any pub- 
lisher who feels that he is not thus 
fairly treated can exchange the letter 
rating for his actual and exact figures— 
if he will only furnish them. 

For some years statements of circu- 
lat‘on in detail, properly signed and 
dated, were guaranteed under a for- 
feiture, and for many years, and at the 
present time, every publisher giving 
such a statement has been rated in ex- 
act accord therewith. 

Constant effort has been made for 
thirty years, and is still being made, to 
acquire the best methods for getting at 
the exact circulation of newspapers. 
The co-operation of newspaper pub- 
lishers has always been invited to fur- 
ther this end—and occasionally with 
success. The plan now in use is more 
nearly perfect than any other. Pub- 
lishers, especially those of the larger 
papers, are each year coming, in greater 
numbers, to recognize the right of ad- 
vertisers to know their circulation, and 
the American Newspaper Directory as 
the only med.um through which the 
circulation can be known. 

: sn fl 
THE LARGEST SIGN. 

What is stated to be the largest sign in 
America, consisting of two words, ‘‘Colorado 
Beach,” is thus described in the Bi// Board: 

Colorado Beach is one of the numerous 
beaches that form the border of the Great 
Salt Lake; it is situated between Garfield and 
Saltair beaches, and is eighteen miles on the 
Oregon Short Line Railroad from Salt Lake 
City. The sign is about 800 feet above the 
wagon road. The rock upon which the word 
“Colorado” is painted measures 240 feet 
long by 200 feet high. The other rock is 
about 350 feet long by 200 feet high at its 
highest point, tapering to a level with the 
hill, which is 1,600 feet high. The actual 
height of each letter is 50 feet, and they are 
20 feet wide. There is 15 feet of black above 
and below each line, making a total height of 
80 feet by 375 feet long. We consumed 

© pounds of lamp black mixed with 40 gal- 
ons of coal oil and 30 gallons of 
boiled oil. For white we used nine bushels 
of lime and 700 gallons of water taken 
from the Salt Lake, and the salt glistened on 
the rocks after it had dried. Spray pumps 
were used to put on both colors. I had five 
men carrying color to us, about six trips a 
day, carrying from three to four gallons of 
color each trip. The sign can be read from 
Saltair Beach 3% miles away, for which pur- 
pose it was made. 








—— 

IN KANSAS. 

Abe Steinberger runs a department in his 

Girard Wor/d in which is chronicled births, 

marriages and deaths, under a heading: 

**Hatched, Matched and Dispatched.’’— 
Kansas City (Mo.) Pointers, 
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BUSINESSES INADEQUATELY AD- 
VERTISED. 


XI.—SUMMER RESORTS, 


The newspapers will soon have their 
columns swollen by long lists of ad- 
vertisements of out-of-town hotels and 
summer resorts, and, as usual, while 
some papers will have the appearance 
of an overcrowded directory in this re- 
spect, other mediums that are just as 
good, and probably better, will be 
neglected by the summer resort pro- 
prietors. There is scarcely any line of 
advertising more carelessly or thought- 
lessly given out than this. Your aver- 
age summer hotel proprietor is thor- 
oughly conservative and convinced as 
to the mediums he should use, and 
there is little use in trying to shake his 
belief. While it may be all right to 
modernize his establishment, to keep it 


A SUMMER REST 


will do you and your family good. 
You’ll be nepoy » ere where we have 
everything for human comfort. Pure 
air, pure water, pure food, fresh fruit, 
milk and vegetables. Liberal table, 
fishing, boating, bathing. 


Adults | GLENN HOUSE, | Children 
$8. | Seaside Park, N. J. $4. 














quite up to date in the way of appoint- 
ments and attractions, and to introduce 
improvements where advanced and 
changed ideas demand them, he sees 
no reason why the same theory should 
apply to his advertising. 

There are a thousand and one things 
to think of when advertising either a 





THERE’S NO LAW 
ACAINST MOSQUITOS 
But they keep away from lofty places 
and pure air. That’s why you never 
see any of the insects on 
BLUE RIDCE PEAK, 
LONG ISLAND. 


At the Blue Ridge Hotel you will find 
every comfort—city society, ~y a. 
sic, elegant cuisine, large and eu? 
rooms, and the purest ozone, Bil 
iards, Lawn Tennis, Golf Links, boat- 
ing, bathing, fishing, driving. 

Terms on application. 


JOHN ROSE, PROPRIETOR. 


summer hotel or 4 large resort, where 
the hotels and other attractions are 
numerous. Both may be done in the 
same way, except that the latter’s 
advertising must be planned ona much 
more extensive scale. The people one 
needs to reach are those who patronize 
or may be induced to patronize the 











place advertised. The distance of the 
place from the city advertised in, and 
the facilities and cost of reaching it, 
must be taken into consideration, both 
when framing the ad and when making 
the appropriation. If the accommoda- 
tions and the probability of securing 
patrons are both limited, the profits 
are not likely to be large, and the 


A COOL SPOT 


during the heated term is a boon to 
humanity. Add to coolness, pure air, 
spacious rooms, perfect cooking, splen- 
did music, good society and you have the 
attractions of the 


BLUE RIDGE HOTEL, 
BLUE RIDGE PEAK, 
LONG ISLAND. 


10 minutes from Thon Carriages 
meet me —' 1 hour from New 
York. liards, Bathing, 
Boating, penne, “Cycling. Driving, 
Lawn ‘ennis,Go fing, etc erms low. 


JOHN ROSE, @ PRopRIETOR. 














advertising outlay should therefore be 
in proportion. If, however, the place 
is commodious and attractive enough 
to be classed as a popular resort, and 
the people can be brought there at 
small cost to themselves, the adver- 
tising should be liberally done, because 
likely to be profitable. 

Mediums should be chosen with an 





TAKE YOUR BABY 


out of the city for the hot summer! 
Fresh, pure, cool air is its only hope. 
That’s only one attraction we have here. 
Airy rooms, shady lawns, plenty to eat, 
a of amusements. Adults $8, children 


“ GLENN HOUSE, 





SEASIDE PARK, N. J. 








eye to what they are to-day—what they 
were a decade ago is no indication of 
their present power to draw business. 
It frequently happens that what was 
the best circulated paper in a city will, 
through change of policy or manage- 
ment, or perhaps from other causes, 
largely deteriorate in character and in- 
fluence within a very short time. This 
deterioration is generally attended by 
a shrunken circulation. As an adver- 
tising medium its value has consider- 
ably decreased, but its rates remain 
the same, and the unthinking and un- 
observant advertiser pays them with- 
out a murmur, just as he used to when 
the paper was twice as valuable to him. 

In like manner, a new and well con- 
ducted paper, with progressive ideas 
and both money and brains behind it, 








6 





may in a brief period assume superi- 
ority in character, influence and circu- 
lation over its decaying, ‘‘old fogy’”’ 
contemporaries. Though its advertis- 
ing rates may be as high or even 
higher than the ‘‘old timers,’’ it is 
reasonably certain that it is a much 
better medium for every kind of ad- 
vertising. This is a point which the 
summer resort advertiser will find it 
essential to study. 

When we come to consider that even 
the poor $10-a-week clerk who gets an 
annual vacation goes somewhere to 
spend it, and generally to the seaside 
or the country, we see that the field 
open to the summer resort advertiser 
is a very large one. But it is alsoa 
remarkably varied and complex one. 
So much so that one has to study just 
the class of people one can cater to, 
and then strive to reach those very 


SICK CHILDREN 


get back the ruddy hue of health 
and a healthy appetite before 
they are a week at the 


CLENN HOUSE, 
SEASIDE PARK,N.J. 


Terms: Adults, $8; Children, $4. 
Everything for comfort and happiness. 














people through the newspapers they 
read, Quite a large number of the 
patrons of summer resorts don’t study 
the cost at all ; others are more partic- 
ular about comfort than cash ; others, 
again, want comfort and economy com- 
bined, and a still larger class have to 
study the price alone and are willing 


SOME ONE ELSE’S 
CoOoK 


often fails to please you. That isa 
point with us—perfect cooking—oft- 
en hard to get in a summer hotel, 
but we pride ourselves on it. We 
have also large rooms, g service, 
pure air, grand music, select society 
and all kinds of indoor and outdoor 
entertainments. Only one hour from 
New York City. 


BLUE RIDGE HOTEL, 
BLUE RIDGE PEAK, L. I. 


JOHN ROSE, PROPRIETOR. 














to put up with discomforts for cheap 
accommodation. 

Each one of these classes has to be 
appealed to in a different way and 
through different mediums. But the 
“‘appeals,”’ as they have run in previous 
years in the newspapers, have been 
rarely anything else than bald ‘‘direct- 
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Except in the cases of 
large resorts, which could afford to take 
big newspaper spaces, and some few 
prominent out-of-town hotels, the adver- 
tising of the summer resorts has hitherto 


ory” items. 


been very tame. Of course, the ‘‘farm 
boarding-houses ” and ‘‘ private health 
retreats ’’ are not sufficiently well pat- 


‘ 
““ALL THE 
COMFORTS OF HOME” 
Airy bedrooms, liberal table, wide 
veranda, shade and fruit trees, bath- 
$6. ——- boating. Terms: Adults, 
$ Children, $4 weekly. Write 
or 











ree circular, 
SEASIDE PARK, N. J. 





GLENN HOUSE, 

ronized to be able to spend much 
money in newspaper advertising, and 
such places are consequently compelled 
to use only small spaces—say from ten 
to twenty lines in the city papers. But 
I think that the space of one inch could 
be much better filled than it usually is. 

Scattered through this article are a 
number of suggestions for such ads, as 
well as some twice the size, for the 
kind -of hotel that can afford larger 
spaces. Joun C. GRAHAM. 








Fun for Your Guests, 
Money for You. 


Every keeper of a 

» hotel, restaurant or 

# Summer resort should 
have one of our 


Automatic 
Recording 
Scales. 


Awonderful machine, 
elegant as an article of 
furniture, handsome 
in construction. No 
expense attached. A!- 
Ways attractive to 
crowds. Cent or nickel 
put. in slot gives per- 
son’s weight on print- 
ed card, also tells for- 
tune, and starts ma- 
chine playing one of a 
variety of eight airs. 
Earns money all day 
long. Cards can also 
bear your advertise- 
ment if you wish. 
Every summer resort 
keeper can make a 
barrel of money out 
: of one or more 
of these ma- 
chines. 

Send for full 

rticulars. 













































PRINTERS’ INK. 




















PROPRIETORS of 
SUMMER RESORTS 


contemplating plans 
for advertising in- 
tended to influence 
the Tourist and the 
Summer Boarder, can 
have their advertis- 
ing wisely and prof- 
itably attended to 

by placing their orders 
with The Geo. P. 
Rowell Advertising 
Co., 10 Spruce Street, 
New York. 
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CONFIDENTIAL INFORMATION, 


THE CHARACTER AND CIRCULATION OF 
NEWSPAPERS. 


Members of the American Newspa- 
per Directory Confidential Information 
Bureau have the privilege of applying 
to the publishers of the American 
Newspaper Directory at pleasure for a 
confidential report concerning the cir- 
culation or character of any newspaper 
credited by the Directory with a circu- 
lation rating greater than 1,000 copies 
per issue. The following are examples 
of the sort of reports furnished : 


BALTIMORE. 

MORNING HERALD, 

The Herald probably holds the second 
place among the Baltimore dailies in point of 
circulation. It is conducted on up-to-date 
principles and it is fair to say that it evenly 
divides the one-cent morning field with the 
American as far as quality of patronage and 
influence are concerned and slightly exceeds 
it in the number of copies sold. The publish- 
ers of the Hera/d have been more willing to 
state its circulation definitely and in detail 
than any other Baltimore daily. Its last cir- 
culation statement, covering the year 1896, 
showed a daily average of 30,768; Sunday, 
46;134. This was believed to Lo aheetuenio: 
true. But nocirculation report having been 
received for the past year it is supposed that 
there has been no increase in its circulation 
since, but rather a decrease. You are doubt- 
less aware that very few of the prosperous 
journals of the country were able to keep 
their 1897 issues up to the high-water mark 
of 1896. The Hera/d’s display advertising 
rates are on the basis of 1254 cents per agate 
line for first insertion and 6% cents for each 
subsequent successive insertion. Its rates 
are sustained with moderate firmness. 


SUN. 

The Sun is a well established, ably con- 
ducted and influential daily paper, and is b 
all odds the leading daily in Baltimore. It 
has a fixed hold upon a large class of readers 
who have become habituated to it and can 
not be brought under the influence of another 
paper. It is run on principles of a genera- 
tion ago and has become notable for features 
that are excellent although old fashioned and 
peculiarly its own. Though the only two- 
cent paper in Baltimore, it has a larger cir- 
culation than any other daily. It is widely 
read in and around Baltimore and as far 
west as Pittsburg. Only once during the 
history of the Sua have the publishers made 
known its circulation, and that was in Decem- 
ber, 1894, when they stated to the American 
Newspaper Directory that the smallest edi- 
tion during that year had not been less than 
66,432. Its present circulation is probably 
about 40,000 copies. Some of the Sun's 
characteristics are that it will not break col- 
umn rules for advertisers or admit full-face 
type in its pages or allow illustrations or 
cuts. Its prevailing rate is 60 cents per 
square (four lines agate) per insertion, and 
its rates are sustained absolutely and to the 
letter. 

NEWS. 

Of the twoevening daily pues in Baltimore 
the News, no doubt, comes first in rank as a 
well-managed business man’s journal. It is 
claimed to have a circulation of from 12,500 
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to 17,500, as reported by its publishers, which 
doubtless represents a class of readers who 
have money to buy. The publishers seem to 
hesitate about going on record with any very 
definite or exact circulation statement. Its 
display advertising rates vary from 9 cents to 
7 cents, or lower, according to amount. 
WORLD. 

The Baltimore Wor/d, one of the two after. 
noon dailies in the city, is a four page one- 
cent paper of the sensational order. It claims 
the second largest circulation in Maryland. 
In our opinion its place is fourth. It appeals 
to the poorest classes, the classes that buy 
little beyond the actual necessaries of life, 
Its circulation in 1897 is estimated by the 
American Newspaper Directory to exceed 
20,000. But the publishers have failed to 
make a detailed report for that year, and it 
is mgm, «2 the rating by the Directory is 
fully as high as facts will warrant. Its display 
mere | rates are on the basis of 10 cents 

r agate line for first insértion and 7 cents 
or subseq ive insertions, but 
these rates will be modified when applied to 
large contracts. 

AMERICAN. 

The American is the oldest daily paper in 
Baltimore and one of the oldest in America. 
It is a well-conducted, clean, one-cent daily, 
with an established clientage among a good 
class of readers. In point of quality and in- 
fluence the American may probably be given 
a place next to its only two-cent contem 
rary in the city, but as to circulation it ao 
bly holds the third place among the Balti- 
more dailies. Its publishers have now and 
then claimed to issue as high as 40,000 daily, 
but have persistently declined to render a 
statemert in detail showing the actual aver- 
age for a whole year, and it is reasoned 
from this fact that such a statement, if made, 
would discredit their offhand claims. It has 
long been considered a fair advertising me- 
dium, however, and to reach a particularly 
substantial class of readers. Its rate for dis- 
play advertising is 1234 cents per agate line 
per insertion, with reduction for space and 
time. Its rates are pretty firmly sustained. 

BUCKSKIN VS, BUXKIN. 

Evansvit_e, Ind.,March 5.—The suit of the 
Goodwin Clothing Co.,of this city,to restrain 
the C. R. Lewis Clothing Mfg. Co, of Belle- 
ville, Ill., from infringing the trade-mark 
“ Buckskin,” applied to breeches, has been 
decided by the United States Circuit Court of 
St. Clair County, Ill., in favor of the plaint- 
iff, and a permanent injunction has been is- 
sued against the defendant. The infringing 
trade-mark consisted of the word “ Buxkin,” 
printed in ink of a different color from that 
used in the plaintiff’s label. The suit has 
been pending nearly two years.—Clothiers’ 
and Haberdashers’ Weekly. 

PE RE a 
IN CHICAGO. 

Did you notice this want ad? It is cer- 
tainly out of the ordinary. Here is a man 
who is going to the Klondike and who is con- 
verting his assets into cash. Among other 
things, he is going to sell his job: 

Av sale to the highest bidder for 
cash and the one satisfactory to 
ployers. I will sell my railroad 


em- 

ition 

worth $50 a month; going to the Klondike. 
Address —— ——, Record. 2 











—Chicago Record. 


A MEDICINE advertisement should be ad- 
ministered at frequent invervals to insure 
the best results. 
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The Best Summer Resort 
Patrons arereaders of 


Che New York Eimes 


“AllThellews That’s 
lit to Print. 

In many thousands of the hest 

homes in New York and Brook - 


lyn ThelNew York Times 1s the only 
mornin’ newspaper admitted. 





Rates for summer resort ad- 

vertising, twenty cents per 
agate line; $5.00 aline for 
thirty consecutive insertions. 
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A Fast Rising Tide 


The best evidence in the world-of a ‘newspaper’s rise or decline in popular- 
ity is the testimony of those who know best—the men who sell papers, the 


newsdealers themselves. 


The Commercial Advertiser submits some signed statements, taken at 
random from the large number received from the prominent newsdealers of 


New York. 


All received are to the same effect, 


that The Commercial Advertise: 


is increasing in sales daily among the best class of newspaper readers, 





Madison Ave, and Fifty-eighth St. | 


March 4, 1898. 

The sales of THE COMMERCIAL ADVERTISER 
at my stand have increased more than 33 
per cent within two months. Words of 
praise are heard from many sources and 
changes from other papers to THE COMMER- 
CIAL ADVERTISER are of uent occurrence 
and by the very best class of people. The in- 
dications are t its circulation will double 


within the year. 
(Signed) Wu. Emsk.. 
Fifth Avenue Hotel News-Stand. 
March 7, 1898. 


Our sales of THE COMMERCIAL ADVERTISER 
have increased about 25 copies daily since 


the first of January. 
(Signed) Tyson & Co. 


Erie Ferry, foot Chambers St. 
March 7, 1898. 

I sell 90 to 115 COMMERCIAL ADVERTISERS 
daily where I formerly sold 30. This increase 
is among the leading business men. 

(Signed) Wu. CAMPBELL. 


Waldorf-Astoria Hotel News-Stand. 
March 8, 1898. 

Weare selling on an average 6 to 8 more 

copies daily of Tuk COMMERCIAL ADVERTISER 

since the first of January. It seems to be 


gaining in favor. 
(Signed) Tyson & Co. 


News-Stand, 54 Wall Street. 
March 8, 1898. 
THE CoMMERCIAL pvt ge under its new 


in sales. It is making steady progress among 
lawyers, financiers and real estate men. 
(Signed) ROSENTHAL 


Falton Street and Broadway. 
March 7, 1898. 
THE COMMERCIAL ADVERTISER is the only 
paper of its class that has increased in sales 
erin g the past two months. I have recently 
added 10 copies, making my daily order 90. 
(Signed) DENNIS 
J. L. Lawler, 865 Sixth Ave. 
March 8, 1898. 


We sell on an av 35 COMMERCIAL AD- 
VERTISERS daily.. We have had six or seven 





5 
Pine and Nassau Streets. 

March 7, 1898. 
THE COMMERCIAL ADVERTISER is the only 
paper that has gone ahead in sales lately 
with me. I am now selling 45 copies daily, 

an increase of 15 in the last three months. 
(Signed) RICHARD J. JEWKES, 


Christopher Street Ferry. 
March 10, 1898. 
Iam selling 50 per cent more copies of THe 
COMMERCIAL ADVERTISER than I was three 


months ago. 
(Signed) H. C. Houtin, 


1020 Sixth Avenue. 
Marc 


4, 1898. 
THE COMMERCIAL ADVERTISER has steadily 
increased in sales during the past few 


months. 
(Signed) “ Lipset Bros. 
Equitable Buiétas News-Stand, 120 
Broadway. so 18k 


We are now selling 25 wd daily of THE 

ComMERCIAJ. ADVERTISER. This is an aver- 

age of 12 more daily thun we ever sold. ‘ 
(Signed) : J.. DIBBLEE. 


Sixth Ave. and Thirty-eighth St. 
March 4, 1 


* , 1898, 
THE COMMERCIAL ADVERTISER is the only 

paper that has increased in sales among the 

ter class of people during the last two 


months. 
(Signed) B, APPLEBAUM. 


Grand Central Depot. | 
March 9, 1898. 
‘I am ‘now selling 45 to 50 Commercial AD- 
VERTISERS ly, an average increase of 2 
copies. It is gaining among the most intel- 
ligent and well-to-do people. 
(Signed) ‘E. ‘CaRROLL. 


Foot of Broadway (Whitehall St.) 
March 7, 1898 


7, 1898. 
‘I formerly sold from 7 to 10 CommerctAL 
ADVERTISERS daily. Now I sell from 28 to 35 
copies a day. ‘ 
(Signed) W. McKenna. 
65 Exchange Place. 
March 12, 1898. 
sales of THz COMMERCIAL ADVERTISER, 


Bs 
under its new management, have incre 
from day. This is the 


‘of our best customers c from other 5 per day to 18 per 
evening papers to THE COMMERCIAL ADVER- gain made by any evening paper on 
t1sER within a month. my stand, ; 

(Signed) J. L. LAWLER. (Signed) Mrs. SNYDER. 





The Commercial Advertiser, 
Published Every Afternoon Except Sanday. 


29 PARK ROW, . 


NEW YORK. 
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ADVERTISING HATS AND CAPS, 


Hats and caps appear to be becoming 

pular as advertising novelties, and 
the International Specialty Co., 621 
Broadway, New York, makes a spe- 
cialty of them. Mr. H. Rosenbluth, 
the manager, being applied to, gave 
the following information: They are 
made of canvass and duck and are 
claimed to be practically indestructible, 
the hat containing in its rim a square 
steel wire which enables it, no matter 
how it may be maltreated, to resume 
the original shape. They are used for 
such special occasions as picnics, or 
processions, and fishing and like occa- 
sions, and are also often worn con- 
stantly by such artisans as carpenters 
or painters or draymen. A hat weighs 
only anounce, and a cap three-quarters. 





The advertisements are boldly printed 
on the front in large display type, and 
in any desired color. The rain will 
not spoil them, as they are fast color. 
Among others who have used them are 
the Leggett & Myers Tobacco Co., of 
St. Louis, the Drummond Tobacco Co., 
of the same place, Powell, Smith & 
Co., and the American Tobacco Co., 
of this city, Lorillard & Co., the New 
York Biscuit Co., John Lucas & Co., 
paints; the Philadelphia Zaguirer, the 
Philadelphia Zimes, the Pittsburg 
Chronicle, the Buffalo Courier and Rec- 
ord and the New York World and 
Evening Telegram. The prices of caps 
range from $30 to $75 per thousand 
and of hats from $70 to $120 per 
thousand. While the Little School- 
master, in spite the fact that he is an 
enthusiastic advocate of advertising, 
would hardly have the courage to visit 


> 


his friends on Sunday attired in such 
head-gear, he has no doubt that a 
host of people wear it without con- 
cerning themselves over-much about 
the advertising feature. 


———_<+@2———__— 
THE OTHER SIDE OF “PERSIST- 
ENCY.” 


‘* Keeping everlastingly at it ’’ has so 
long and so often been preached as 
necessary to success in advertising that 
it is refreshing to read occasionally a 
dissenting view, such as has been sent 
by one of PRINTERS’ INK’s bright cor- 
respendeets, which is here reproduced: 

The “ keeping everlastingly at it’ theory 
is in some respects a dangerous one. 

Mahy advertisers have heard it proclaimed 
with such emphasis and reiterated so many 
times that they have come to believe that the 
whole secret of successful advertising lies in 
persistency. 

This doctrine has been indirectly preached 
by nearly every newspaper inthe land. Actu- 
ated by a natural desire to induce advertis- 
ers to use their col conti ly, the 
newspapers have preached persistency in 
season and out of season. They have mag- 
nified it out of all proportion. They have 
given it a fictitious value. 

The other essential principles of good ad- 
vertising have been kept in the background 
while * keeping everlastingly at it’’ has held 
the front and center of the stage with all the 
lights turned on it. 

It is true that persistency is a good thing. 
The cumulative effect of advertising is not to 
be disputed. The longer you advertise in a 
paying medium the better it will pav you. 

But to teach an advertiser that he ought 
not to expect immediate results, that it must 
be a long time before he can reasonably hope 
to get his money back, and that he is sure to 
come out all right in the end if he keeps 
everlastingly at it, is to teach him to pursue 
a very wrong and very foolish course. 

Paying out good money for advertising 
space that doesn’t show profitable returns, 
and keeping at it after that fact is fully es- 
tablished, is almost as bad as throwing your 
money at the birds. 

The time when you have a perfect right 
to expect profitable results is at once. 

If people fail to respond to your ads 
there’s something radically wrong with the 
ads, the media or both. Thc sooner you 
find out what the trouble is and apply the 
necessary remedy, the better it will be. 

If the newspaper you advertise in doesn’t 
bring customers to your store, it doesn’t do 
what you pay it todo. Nobody ever arrived 
at the right place by persistently going in the 
wrong direction. 

People are buyingthe things you want to 
sell, every day in the year. — adver- 
tising should bring your share of this trade 
to-day—not next year. 

eo 


THE MAIL-ORDER PILOT. 
The success or failure of a mail-order busi- 
ness depends largely upon its pilot or mana- 
er. To succeed he must have a thorough 











nowledge of human nature, and he able to 
ascertain and fill all wants of his correspond- 
ent at first inquiry. His only guide is the 
handwriting and composition of his corre- 
spondent. These are ofttimes illegible.— 
TVipred Meyer, in Mail Order Yournal. 


ee eee 


— 
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ADVERTISING THROUGH CIRCU- 
L 


On the whole I consider advertising 
through circulars a very poor method, 
and therefore a very expensive one. 

As part of an advertising campaign, 
a well-written circular, sent out peri- 
odically, has its uses the same as have 
other links in the long chain of mod- 
ern advertising methods. Its strong. 
est point is that its issue can be limit- 
ed to a selected list of prospective cus- 
tomers, and bearing a two-ceat stamp 
it is not always without benefit. 

But the idea has been so awfully 
overdone, Thousands upon thousands 
of houses use circulars, and the daily 
mail is burdened. The sight of one 
has become an eyesore to the recipi- 
ent. The mail carrier seems to be af- 
flicted in the same way, for he tosses 
it on the table like a thing he hates— 
and have you not often completed his 
intent by sweeping it pell-mell into 
the waste basket ? 

They cost twenty dollars a thousand 
to mail, and twenty thousand times 
more time to prepare than you have 
time to waste. When you compile 
them you think fondly of their merit 
and wholly fail to remember that you 
tossed aside nine in ten of those re- 
ceived yesterday, without so much as 
looking at them. 

Will your circular meet with a bet- 
ter reception? You say, Yes, be- 
cause you intend getting up an attract- 
ive one ; good paper, good type, ele- 
gant half-tones, a sort of souvenir that 
will be preserved. No doubt you your- 
self have in your time received some 

retty ones—now, candidly, how large 
is your collection of souvenirs? And 
where are they?. Do you brush your 
elbows against them every time you 
plunge into your ink bottle, or are the 
real pretty ones locked away in your 
bottom drawer, serving out a penance 
of oblivion worse than that of the cheap 
and nasty ones you consigned without 
ceremony to the rag-man’s heap? 

At one time, under protest, I pre- 
pared an expensive circular for a busi- 
ness man who thought that if gotten 
up in supreme taste it would be pre- 
served and do a deal of good. The 
next noon after they were maiied the 
head of the house visited a friend to 
whom one had been directed, and 
found the recipient’s infant son, who 
had been left in the inner office while 
mamma made a hurried call, content- 
edly sitting on the floor tearing it to 
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tatters. It was a pretty pamphlet, you 
know, full of pictures, and given to 
amuse the lad, 

No matter how attractively prepared, 
the result of the best observation is 
that they remain unappreciated, Let 
the lithographer tax his ingenuity, the 
compositor unfold the secrets of his 
craft, make literary bouquets of them, 
scent them with violet, bind them in 
blue ribbons if you will—with monot- 
onous regularity vastly the major part 
of them seem to go one way, general- 
ly not read, often not even opened. 

And how expensive! ‘The hundred 
dollars invested compiling and floating 
them—I like the term ‘‘float”’ with ref- 
erence to circulars—might be spent to 
better advantage in a steady advertise- 
ment, even though a small one, in a 
good paper. Compared with the best 
circular ever written a good ad is so 
cheap as to distance it in every way.— 
National Industrial Review. 

——~or- 


GUY’S BILL. 

ALBANY (Sfecia/).—Merchants generally 
will be interested in the Fake Advertisement 
bill introduced by Senator Guy, which has 
just been favorably reported by the Judicia 
committee of the Seavte, with some amend- 
ments. The measure has been strongly rec- 
ommended by the Merchants and Manufact- 
urers’ Board of ‘Trade of New York City, 
and by the National Credit Men’s Associa- 
tion, as well as the State and local organiza- 
tions. The bill, as reported by the Senate 
committee, is intended to effectually check 
false or misleading advertisements by un- 
scrupulous merchants. It provides that any 
firm, person, corporation, or association or an 
employee, who in newspaper, periodical or 
other public advertisement, makes or dis- 

an or assertions in re- 
spect to the Ncdinses affairs of the*concern, 
the quality, quantity, value, price or method 
of production or manufacture, or the manner 
or source of purchase of such merchandise, 
or of awards, prizes or distinction intended to 
have the appearance of an advantageous offer 
which is or are untrue or calculated to mis- 
lead, shall be guilty of misdemeanor. 

The bill is copied from the system now in 
vogue in Berlin and in certain other Euro- 
pean capitals. Urgent r ions were 
made before the Senate Judiciary committee 
by New York City merchants to have the bill 
enacted as speedily as possible in the inter- 
ests of the reputable business houses of the 
State. The bill was before the Senate last 
year, but it was then generally understood 
that it was here simply for agitation purposes, 
but the merchants’ organizations are now fol- 
lowing up that lead and endeavoring to have 
it placed on the statute books before the close 
of the present session. They have so far met 
with extraordinary success and there is a 
strong probability that the bill will be enacted 
intoalaw. Mr. Guy is pushing it energetic- 
ally and has the support of many of the 
legislators who are th ves h — 
Newburgh (N. Y.) News, Feb. 25, 1898. 
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ADVERTISERS are beginnin 


many people who will not read printed matter 
will give attention to pictures. 
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is after the phenomenal—the unig 
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for circulation, It is also the only daily 
which, from its first issue, has Steadily 
given and conceded the right of the ad- 
vertiser to know the measure of his pur- 
chase in circulation equally with the 





Indianapolis 


holds the distinction of larger bona fide 
circulation, Proportioned to Population 
of home city, than any other American 
daily, 7. ¢., larger Percentage of home 
readers, without resort to fake methods 


















A word to the wise 


advertiser is sufficient. 
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THE STORY OF “HOP BITTERS.” 


A million anda half of dollars seems 
to be a tidy sum to make as profits 
from a patent medicine in a decade. 
Still this is the amount that Hop Bitters 
made from 1878 to 1885. 

Just east of Rochester lies a little 
town in which there were some men, 
in 1875, who formed a small corpora- 
tion called the Hop Bitters Manufact- 
uring Co., to manufacture and put on 
the. market a concoction of hops, 
buchu, mandrake and dandelion, which 
they labeled Hop Bitters. But the 
people did not buy. After a year, hav- 
ing spent their ready money, they in- 
duced a New York State boy named 
Asa Titus Soule, who had been living 
in Michigan, and canvassing for maps, 
to invest $1,000 in their bankrupt com- 
pany with the idea, it is said, of 
“cleaning out” the smart ‘‘ Tite 
Soule,” as he was familiarly called. 
But ‘litus was too smart for them, and 
finally got control of the corporation 
and gradually froze out the rest. 

Soule moved the business to Roches- 
ter and engaged modest quarters, 
starting in on some preliminary plans 
of advertising by posting, circulars, 
etc. He finally was induced to spend 
$1,000 in advertising ina list of small 
papers cqvering the State of Iowa. The 
results were unusually satisfactory and 
he duplicated the order and at the same 
time started a ‘‘ Five Year Hop Bitters 
Almanac” which should be good for 
the ensuing five years, and succeeded 
in getting enough other people to ad- 
vertise in it at good prices (for the idea 
seemed catchy) to enable him to dis- 
tribute one million copies. 

About January, 1878, he yearned for 
more worlds to conquer, and although 
not financially strong, he succeeded in 
getting an enterprising Eastern agency 
to accept an order for $40,000 worth 
of advertising in medium dailies and 
weeklies east of the Mississippi. Three- 
inch display space and two one-inch 
reading notices were used, and the 
agency demanded and received a lone 
preferred position foreach of the three 
and on separate pages. Those were 
the days when position was not thought 
much of or asked for by advertisers. 

Again, there were but few proprie- 
tary medicines advertised as compared 
with the present time. It had been 





nearly a decade since Hostetter’s and 
Vinegar_ Bitters had been vigorously 
advertised, hence the market was bare 
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of something that was ‘‘a cure all’ 
from headache to corns. 

Hops were bitter, and a well known 
sedative, and ergo, Hop Bitters must 
be good, ‘‘ willy nilly.” So they sold 
like hot cakes. The factory was en- 
larged several times and the bitters 
were shipped by the car load—not 
however on the original expenditure of 
$40,000. Each year the appropriation 
was increased until in seven years the 
agency had distributed to the newspa- 
pers of the United States over one 
million dollars. Then the company 
branched out, opening factories in 
London, Toronto and Melbourne. 

As an adjunct and as a clever scheme 
came the offering of a prize of $1,000 
for a boat race at Chautauqua between 
Hanlon and Courtney, which resulted 
in lots of talk (much free advertising) 
by the newspapers. Courtney’s boat 
was sawed, which caused delay and 
more talk, with profit to the company. 

Following this came a prize offer of 
$5,000 for a race on the Thames in 
London between Hanlon and ‘‘the 
gallant Laycock,” of Australia. Both 
being British subjects it naturally at- 
tracted a great deal of attention on the 
other side; and Mr. Soule was the lion 
of the hour in London, for no such 
prize was ever offered before in Eng- 
land. The result was more talk, more 
free advertising in the biggest papers. 

Still in his later years Mr. Soule al- 
ways said his best returns by far had 
come from the straight plain talk which 
he gave in his regular newspaper ad- 
vertising. His wording was always in 
a homely vein, ‘‘no hifalutin words” 
was his standard, as he said that he 
wanted to talk to the common people 
in common language. ‘The result 
proved the wisdom of. his course. 
Nearly every publication inthe United 
States was used, and used in a bold, 
effective way, enlarging copy from time 
to time as seemed necessary.—A dver- 
tising Experience,, Chicago. 

SOME PUNS. 

Ads to sell candy should be tastily arranged. 

A jeweler’s ad should have a true 18-carat 
ring about it with not a link missing in its 
eye Re P 

he ad of the ladies’ tailor should be full 
of “ fitting” expressions. . 

The glove ad should read smoothly—not a 
wrinkle should be overlooked. 

The ad of the barber need not be hair-rais- 
“—= its effect. 
_ The optician’s ad should prove easy read- 
n 


g. 
_ The furniture man’s ad should be couched 
in polished words and not touch on knotty 
subjects. 
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A merchant in Omaha, Neb., writes 
me that he has always had a great deal 
of trouble with his fans, handkerchiefs 
and general fancy goods. He says 
that his trade demands that he have 
everything new and novel, but that he 
can’t make any money on these goods, 
there are always so many left-overs 
that all the profit is eaten up. Now, 
for a general store, there is only one 
way in the world that novelties can be 
handled, and that is to handle them 
quickly and without hesitancy. As 
soon as a novelty appears in the mar- 
ket, that is at all likely to attract at- 
tention, buy some of it. Don’t over- 
buy it, but show a novelty as soon as 
it comes. If there seems to be a de- 
mand for the novelty buy a little more, 
but don’t over-buy yourself in selling a 
novelty. Get as good a price for it as 
you can while it isa novelty. Novel- 
ties should always bring much better 
profit than staples. You can’t afford 
to handle a novelty on the same per- 
centage that you can regular goods. 
By getting a good profit on your novel- 
ties early in their popularity you can 
then afford to get less profit on any 
that you may have on hand when their 
popularity is over. This is the only 
way that I know of to make a success 
in handling novelties. The very min- 
ute that their popularity begins to die 
out get rid of them quickly, no matter 
what price you have to take, because the 
longer you hold them the worse prop- 
erty they will be. By trading novel- 
ties quickly you can often sell your last 
ends at cost. It is better to do this 
than to hang on and have to sell them a 
little later for half cost. 

*,* 

I have at various times been con- 
nected wtth a great number of the 
larger stores in the principal business 
cities of this country. In making a 
study of the various things that help to 
build success, I find that nearly every 
business man thinks his own store is 
different from other stores. He thinks 


his business is a peculiar one and that 
the city in which he is doing business 
needs different methods in order to 





win success. Now this is true that 
every business in every city is slightly 
different from any other, but in the 
main grand principles that go to make 
up the desires and wants of the people, 
all cities are very much alike. I think 
that a business man who confines 
himself strictly to one store very 
naturally gets his judgment warped to 
such an extent that he thinks his busi- 
ness and his surroundings are some- 
thing peculiar. This, however, in 
the broad sense is not true, for I be- 
lieve that a business man who would 
be successful in St. Louis would suc- 
ceed just as well under similar circum- 
stances in Cincinnati. A business 
man who can make a success in Phila- 
delphia will under similar circum- 
stances make just as great a success in 
New York. It is not the city and its 
people that are peculiar and have to be 
treated in a particular way, but it is 
the business man whose peculiar ways 
of dealing with the people may be 
right or wrong, and may make or 
mar the business. I believe that good 
business methods in one city are also 
under similar circumstances good busi- 
ness methods in another city. By 
business methods I mean the under- 
lying principles which govern the way 
a man deals with the public. 

Now advertising is not the same in 
one city as it is in another. By ad- 
vertising I mean the style or manner in 
which an advertisement is written, but 
the principles upon which advertising 
should be built remain the same every- 
where. The style of advertising that 
will draw a crowd in Boston might not 
draw a crowd as quickly in Baltimore, 
but the principles of having what you 
advertise, of treating the people fair 
and square and of giving good values, 
remain the same no matter where a 

man goes or what line of business he 
isconducting. When I hear one busi- 
ness man say about his store and city, 
Oh! the people here are so peculiar 
that it is difficult to build upa_busi- 
ness, Ithink how mistaken he is. It 
is not the people in general as much as 
it is the man, or the store, or the sur- 





















rounding business circumstances. The 

ople respond just as readily to good 
licleots practices in one city at they 
do in another. 

Along the same line of thought of 
the preceding paragraph, my expe- 
rience in various cities has taught me 
that salesmanship in one city is gov- 
erned by the same general principles 
as it isin another city, and yet how dif- 
ferent salesmen in some cities are from 
others. If the same principles are 
alike everywhere there must some 
reason for a difference in people. 

Considering the various cities that I 
know about, I am free to say that 
New York City has, as a rule in its 
large stores, the poorest salesmanship 
amongst its clerks of any city that I 
know of. I have wondered why this 
is. The salespeople are practically the 
same in thought, in living and in feel- 
ings asin any other city, and yet the 
average in attentiveness, courtesy and 
business ability of the salespeople in 
New York City is decidedly lower 
than anywhere else I knowof. This 
question puzzled me a great deal at the 
start, and it is only since I have had 
the opportunity to investigate various 
organizations that I have reached what 
is tomy mind a correct conclusion. 
Now there are in New York City 
some stores such as Wanamaker’s and 
Altman’s where the salespeople are of 
a high class. I do not refer to the 
personal characteristics, education, or 
home life of the salespeople, but to 
their ability as salespeople. There 
are other stores where the salespeople 
are not attentive to their duties and are 
not courteous to customers. I think 
the secret of this is that the New 
York stores as a rule are themselves to 
blame, in that they do not pay the at- 
tention to training their salespeople 
into good business habits that general 
stores do in other cities. They let 
them go along in a slipshod way, 
thinking that their only duty is to en- 
gage them and discharge them, al- 
lowing them to develop or not de- 
velop into practical salespeople, as 
may happen. ‘The houses are to 
blame for this, in that the stores do 
not insist upon their buyers or heads 
of departments training the salespeople 
in the duties of salesmanship. One of 
the chief duties that I would consider 
the head of a department to have, 
would be training and directing the 
work of the people in his department 
The general head of the house can’t 
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do this as well as the head of the de- 
partment, as he comes in contact daily 
with the salespeop'e and knows all 
their failings. He has an opportunity 
to teach them the lessons of salesman- 
ship and upon his teaching depend 
the kind of salespeople they will be. 
In New York City the buyers or heads 
of departments are sadly deficient .in 
this respect and this, to my mind, is 
one of the chief reasons why sales- 
people in New York are not as good as 
they are in other cities. The small 
stores may do more toward training 
their salespeople than the larger stores 
and this may be one reason why in 
New York some of the small stores 
hold the trade of the public as firmly 
as they do. Pa 
. 


I was reading the February issue of 
Success to-day and in an article called, 
‘*How to build up a business in a 
small country town” I found several 
paragraphs which give exceedingly 
good advice to salespeople and others, 
A salesman has it in his power to work 
himself up to a. position of promi- 
nence, either in some other man’s 
store, or in business for himself much 
more rapidly and surely than persons 
in any other lines of business can 
usually do. Two quotations head the 
article. One is from Longfellow : 

‘* The talent of success is nothing 
more than doing what you can do 
well, and doing well whatever you 
do.” 

The other is from Emerson : 

‘*If a man can write a better book, 
preach a better sermon, or make a 
better mouse trap than his neighbor, 
though he build his house in the 
woods, the world will make a beaten 
track to his door.” 

These serve as texts for the article 
from which I will clip a few para- 
graphs: 

‘*Pray do you keep shirts?” asked 
a man of a country storekeeper. 

**Ves, sir,” answered the man be- 
hind the counter. 

‘*Are they clean?’’ was the next 
question. 

‘**Certainly |’? was the astonished 
reply. 

** Then,” said theinquirer, ‘‘I advise 
you to pet one of them on.” 

The principles and the requirements 
for building up a business in city or 
country are in general and most par- 
ticulars the same. 

The advantages of advertising are, 
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wisely enough, loudly and widely ex- 
tolled, but one truth should never be 
lost sight of ; a man’s personality and 
his establishment are his best adver- 
tisements for good or ill. _The manin 
the soiled shirt may have filled several 
columns with advertisements, and in 
a large measure nullified the effect by 
the carelessness of his dress.” 

‘*The writer once knew a poor boy 
who began business in a small rvom in 
a country town, with but little capital; 
he was so polite and accommodating 
and business-like that he soon attracted 
attention. When ladies drove up to 
his modest little store, he would help 
them from the carriage, hitch their 
horses in the shade, put a blanket on 
them in winter, and do everything to 
make it pleasant for his customers, 
many of whom came from a distance in 
order to patronize him and help him to 
build up his business. He became an 
honored citizen and the proprietor of 
the finest business house for miles 
around.” 

“‘It is very obvious that a country 
store, to hold its custom, must be as 
neat as the city one, its keeper as im- 
maculate, as prompt, as pleasant and as 
obliging as his town rivals, and with a 
stock of good quality from which can 
be selected many, at least, of the arti- 
cles which his neighbors will be likely 
to need and prices which do not com- 
pare unfavorably with town prices.”’ 

x 


* 

I have known stores to make mis- 
takes in doing too much business. The 
merchant very seldom considers an 
over-abundance of business as a detri- 
ment, but it sometimes is. In cities 
where goods are to be delivered noth- 
ing enrages the customer more than to 
fail to get the goods which she has or- 
dered. If your sales in certain lines 
are going to run so far ahead of your 
facilities to deliver, they are going to 
hurt you almost as much as doing the 
extra business would do you good. I 
have in mind a certain store ina Penn- 
sylvania city that makes a great feature 
in sales of house furnishing goods. 
They will buy an immense purchase of 
house furnishings and have special 
sales on them some Monday, advertis- 
ing the lines extensively. The sales 
would be so large that it is impossible 
for the ordinary delivery force to handle 
them and many of the customers who 
bought goods on Mondayare still wait- 
ing for them on the following Monday. 
Now it is a good thing to be able to 
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push business to this extent, but it is 
very poor policy not to provide the 
necessary delivery facilities to take 
care of it. The delivery is an item of 
great importance and has to be watched 
very carefully. Sometimes it does not 
even pay from a financial standpoint to 
have to deliver an immense quantity of 
cheap house furnishing goods. I have 
known storekeepers to argue after this 
fashion: I have got the delivery depart- 
ment and delivery force and therefore 
it does not cost me anything to deliver 
goods. They forget the expense of this 
delivery department which might be 
saved if they did not have to deliver so 
many goods, *,* 


I was standing in a store the other 
day opposite the lace counter and 
noticed two clerks measuring laces for 
customers. One of these clerks, every 
time she madea sale, took hoid of the 
piece of lace and stretched it as far as 
she could over the yard measure, I 
venture to say that every customer who 
bought lace and afterwards measured it 
when they got home, found they were 
short an inch to an inch and a half on 
every yard. The other clerk was just 
the opposite, she didn’t try to be ac- 
curate atall. She threw down the lace 
on the counter, laid it loosely over the 
yard measure and whacked it off any- 
where within an inch or two of where 
it ought to be cut. Now, both of these 
kind of measurements are bad. One 
injures the customer and that also 
means the merchant, and the other in- 
jures the merchant although it does 
not injure the customer. Clerks should 
be taught to measure goods accurately. 
The laces that were being sold were 
not very expensive and consequently 
the house could afford to give good 
measure, but if over-measure is given 
to every customer on every purchase, 
it would soon amount to a great deal 
of money which would be a direct loss 
to the store. A little bit of care will‘ 
remedy this, a fault which I believe is 
very common in many stores. See that 
the customer gets absolutely fair meas- 
ure, but don’t waste your goods. Be 
careful, however, to see that the cus- 
tomer doesn’t get less than what she 


pays for. *,% 


One of the greatest objections that 
I have to circulars is the fact that there 
is not one case in a hundred where you 
can get them into the hands of the peo- 
ple whom you wish to receive them, 
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San Francisco Bulletin 
ARNOLD'S} 
Thos.F Boyle,Esq.. ADVERTISING 3 
a hanager, AGENCY, 
Che Bulletin Roon 404, Claus Spreckels Bidg 
San Francisco. 


Sir: SAN FRANCISCO, febi0,1898. 
At your request and in the interests of my clients 

I have this day personally examined your books and 
verified your claim of 24,944 daily for January, 1898. 
Advertisers here know Ghe Bulletin’ to be the great 
evening daily of the Pacific Coast — Eastern advertisers 
realize its value more and more. It is clean in news, 
perfect in distribution and reaches the homes — 


women—buyers. 
Yours dpe pon danse 


No other evening newspaper 
on the’ Pacific Coast proves one- 


half the BULLETIN’S circulation 
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Daily February Average--25,526. 


(22 GUARANTEED BY THE ADVERTISERS GUARANTEE CO, 
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BEST IN QUALITY: 
MOST IN QUANTITY. 











Further information F. K. MISCH, 


from Potter Building, New York. 











“*THE HUSTLER.” 

Published by W. D. Boyce, Chicago. 

Mr. W. D. Boyce, of Chicago, pub- 
lishes three greatest weeklies, the Sw/- 
urday Blade, Chicago Ledger and 
Chicago World, and he now puts forth 
a little monthly called 7he Hustler, in 
which his advertising canvasser writes 
down the items of information he 
gleans during his journeys to and fro 
in search of advertising patronage. 
The following are specimens of the 
items which compose the contents of 
The Hustler : 


Even in selling letters you will find honesty 
the best policy. 

Business seems to be much better in the 
West than in the East. 

Mr. J. L. Stack is a very busy man these 
days sending out business. 

Mr. Daggett, the publisher and owner of 
the Home, of Boston, made a Western trip 
recently. 

A. L. Thomas made a trip to New York in 
February. He got a large order from Pyle's 
Pearline. 

J. Verner Ewan is the papa of a big fat 
boy, which arrived during the blizzard a 
month ago. 

Pierce Underwood, of Chicago, recently 
visited New York and established a repre- 
sentative kere. 

Ask Willis Osborne, of the New York 
World, to sing, ** 1 Went to My Room About 
Four O’clock,”’ 

Irving G. McColl visited New York in 
the interests of his bright publication, Adver- 
tising Experience. 

Mr. G. A. Wallace made a Western trip for 
the Paragon, of Providence, and took home 
a hatfull of orders. 

The last issue of the //ustler spoke of the 
Inter-Ocean having flat rates. e referred 
to the weekly, not the daily. 

The Hearthstone, of New York, climbed 
into the band wagon, and has adopted the 
flat rate, no discount policy. 

Some papers of reputedly large circulation 
are still running big advertisements ordered 
by the Klotz Agency during its last days. 

Col. Frank B. Stevens is quite a philanthro- 
pist, as many can testify. He is especiall 
interested in aiding ‘‘Old people’s homes,” 

Hon. Frank Holland, formerly mayor of 
Dallas, Texas, isa genial host and takes good 
care of friends who cross the Texas border. 

The Chicago office of Proctor & Collier 
Company, which is in charge of Mr, Mahin, 
has developed a very large business in a very 
short time. 

J. H. Phinney, Jr., the advertising man- 
ager of Cuticura, who was recently married, 
now lives in Medford, Mass., “* where the rum 
comes from.”’ 

Mr. Andrew Crystal’s success in selling 
electric belts has been the means of starting 
several other concerns in the same line in 
Marshall, Mich. 

Mr. Perkins, of Chas. H. Fuller’s Adver- 
tising Agency, has a reputation of handling 
more advertising than any other one man in 
the entire United States. 

Glass is the most elastic substance in ex- 
istence ; certain kinds of newspaper circula- 
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Claims are naught, 
and results are the true test. 
Geo. P. Rowell wears a self-satisfied smile, 


tion come next. 


sort of “I told you so.’ Reportsare that a 
force of more than one hundred are employed 
in putting up Ripans Tabules. 

The albatross has been known to follow a 
ship for two months without tiring. Certain 
advertising solicitors can give the albatross 
cards and spades in this direction. 

The busiest man we know of in Chicago is 
Mr. R. W. Sears, president of Sears, Roebuck 
& Co. Mr. Sears may well be denominated 
the Napoleon of mail-order business. 

F. M. Lupton, of New York, has one of the 
finest newspaper manufacturing buildings in 
thecountry. He also publishes a choice line 
of cheap books for the mail-order business. 

Mr. Haynes, of Chas. H, Fuller’s advertis. 
ing Agency, closed a handsome contract re- 
cently to place all of the advertising for the 
Rumford Chemical Works, of Providence. 

Mr. Stoddart is very successful in repre- 
senting Munsey’s publication in the West. 
He visits New York a few days each month 
to infuse the home office with Western hustle. 

Mr. E. H, Clark, of Nelson Chesman & 
Company, is placing some large advertising 
in dailies for Dr. Kilmer, of South Bend, 
Ind., and Mollenkopp & McCreery, of To- 
ledo, Ohio. 

E. Jones of Boston, the pioneer in the 
silverware business, wore a happy smile 
janyary 13th when he was advised that~ his 

amily had been increased by the addition of 
a daughter. 

Mr. Comrie, of J. Walter Thompson’s Ad- 
vertising Agency, is placing quite a line of 
advertising for the Robinson Therma! Bath 
Company, of Toledo, and for Dr. Whitehall, 
of South Bend. 

W. A. Watkins, formerly of Ohio, where 
he published an interesting ‘advertising pam- 
owe is now connected with the Sawyer 

ublishing Company, of Waterville, Me., in 
their New York office. 

C. E, Raymond did not take part in the 
pool tournament on “ Ladies’ Day,” at the 
Chicago Athletic Association recently. Mr. 
Raymond pockets pool balls as easily as he 
does advertising contracts. 

A sequence of interesting events in New 
York City along Park Row happen with such 
startling rapidity that the first question 
asked when you met a friend in that locality 
was, ** What is the latest ?”’ 

Beau Brummel Kennedy has seen so much 
of life that he is very blase and suffers from 
ennui. He can not endure to sit through an 
entire performance, and frequently visits 
three theaters in one evening. 

W. R. Clark, advertising manager cf the 
Winchester Arms Co., received his training 
with Pettingill & Company, of Boston. He 
is a shrewd buyer and the prime requisite 
with him is quality of circulation. 

A. Frank Richardson took a vacation last 
summer abroad. He was gone about four 
months. Since his return he has set a prece- 
dent as a hard worker. He may be found at 
his office from early morning till late at night. 

It will prove very interesting to the up-to- 
date advertiser if he will pick up some of the 
mail-order papers of five years ago and com- 
pare the methods and advertisements appear- 
ing then with those of to-day. Many are the 
changes. 

Chas. H. Taylor, Jr., of Boston, is presi- 
dent of the “‘ Ash Pail Club,’’ which meets 
once a year in New York, on the eve of the 




















A. N. P. A. dinner. H, W. Montgomery 
and Robert Ansley are on the board of 
directors. 

Artemus Ward made a peek at the pub- 
lishers’ dinner at the Waldorf-Astoria. He 
said there were ‘“‘too many papers in the 
field,” and too few good ones. r. Ward is 
credited with having good judgment in weed- 
ing out the *‘ dead ones.” 

In tropical seas the hues of certain fish are 
too gorgeous to reproduced on canvas. 
The stories of some advertising solicitors re- 
garding the circulation and merits of their 
paper would indeed be ludicrous if they ap- 
peared in black and white. 

V. Harry Marlin, the active man in the 
Marlin Arms Company of New Haven, re- 

rts that their factory is simply unable to 

ll orders for rifles. ¢ stampede towards 
the gold fields of Alaska has caused an un- 
usual demand for such goods. 

R. H. Ingersoll & Brother, 65 Cortlandt 
street, New York, hada severe loss in Feb- 
ruary. Their place of business was burned 
out. They rose Phcenix-like from ashes and 
their business is moving along with its regu- 
lar promptness in filling orders. 

Mr. J. A. Roberts, connected with Chas. 
H. Fuller’s Advertising Agency in the New 
York office, is an old timer in the business, 
and were he so disposed he could tell many 
an interesting story about the pulling quali- 
ties of various mellorder publications. 

Pettingill & Company, of Boston, are do- 
ing a very fine business. They have a corps 
of clean-cut, well-trained, wide-awake — 
sentatives, who work the field thoroughly, 
and with a persistency that has brought tame 
and wealth to this great advertising agency. 

Mr. Wilson, the manager of the Chicago 
office of Nelson Ch &c y, is 
placing quite a line of advertising in mail- 
order monthlies for The Favorite Tailors and 
F. M. Wood & Company. Both concerns are 
located in Chicago, and are selling suits of 
clothes through country agents. 

It speaks well for advertising when Mr. 
Vining, who has charge of the Sidney Novel- 
ty Works, tells you tnat he would like to do 
more advertising, but the big factory of Sid- 
ney Shepard & Company, which is largerthan 
any other five similar concerns combined, 
can not furnish him the goods as fast as his 
agents sell them. 

Mail order papers that obtain their circula- 
tion by advertising have a clientele of sub- 
scribers that were obtained through printers’ 
ink, and it stands to reason that advertising 
in such papers will produce better results 
than could possibly be obtained through the 
medium of papers who get subscribers by 
old-fashioned methods. 

The Post cheque invented by Mr. C. W. 
Post, president of Postum Cereal Compan 
of Battle Creek, Mich., would fill a long-felt 
want among mail-order purchasers if adopt- 
ed by the Government. It would do away 
with loss of coin in transit through the 
mails, and would be infinitely better than 
postage stamps in making remittances. 

Several large manufacturers of patent med- 
icines in Chattanooga, Tenn., who have for 
several years been selling their goods through 
almanacs and circular letters, have turned 
their attention to newspaper advertising, and 

ood results were im i Ch gz 

as more large concerns engaged in the man- 
ufacture of patent medicines than any other 
town in the South. 








For about four days our friend, A. H. Tay- 
lor, was a great man, having for that Jength 
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of time officiated as the receiver of the de- 


mcy. Mr. Taylor during his 
incumbency of the office sold all the old pa- 
per (and papers) for junk, realizing thirty 
dollars therefrom. That amount will some- 
what increase the dividends to the creditors 
of the Klotz Company. 

The New York Journad sold over a million 
copies a day ~ week the Maine dis- 
aster occurred. yce’s Weeklies reached 
over a million copies the same week. The 
pet who buy our weeklies are those who 

ive in sparsely settled communities and the 

smaller cities where the daily does not reach. 
One-half of the population of the United 
States never see a daily newspaper. 

The W. C. T. U. have made arrangements 
to indorse and recommend certain kinds of 
baking powder and soap. The manufacturers 
of these goods give a percentage of their re- 
ceipts to the W.C. T. U. There are other 
concerns who would like to make a similar 
arrangement ; for instance, Pabst Brewery, 
Battle Ax Plug, and the music dealers in 
Marshall, Mich., Ft. Wayne and Kalamazoo. 

Mr. Frank Price, the advertising manager 
of the C. & N. W. R. R. recently celebrated 
his golden wedding. Fifty years of happy 
wedded life has been his lot. Mr. Price is 
very interesting when in a reminiscent mood. 
Despite his years and venerable appearance 
he is young in everything but years. He is 
fond of sport, social gatherings and euchre 
parties. He isa type of an American gentle- 
man that does you good to meet. 

The up-to-date advertising man must be a 
literateur, epicure, patron of the arts and 
erstwhile politician if he wishes to keep u 
to the times and be able to converse with ad- 
vertisers. Every man has a hobby, and if 
zener able to converse intelligently with 

im on his hobby, it brings you in close re- 
lationship with him, and frequently results 
in the formation of a friendship which proves 
of mutual benefit to both parties. 

Geo. C, Vining has been connected with 
Sidney Shepard & Company, the largest 
manufacturers of tinware in the world, for 
many years. About three eg ago he pro- 
peaet to them a plan of selling their house- 

old specialties through agents. The plan 
was adopted, and it has been an unqualified 
success. About ten thousand agents are act- 
ively engaged in the United States in a house 
to house canvass selling kitchen utensils man- 
ufactured by this concern. , 

Dr. H. C. Wilkinson, of Hobb’s Sparagus 
Pills fame, is now the Klondike Promotion 
Company. He starts about May 1st for the 
Yukon River. His new boat, the Fortune 
Hunter, y4 feet long, is to be shipped in sec- 
tions to St. Michaels. The doctor takes 
along a dozen mechanics and engineers who 
will put the boat in running order within ten 
days after arriving at St. Michaels. After- 
ward all hands will eng: in the search for 
gold. A Gatling gun and a dozen Winchester 
rifles are in the outfit. Provisions for two 
years are carried. The doctor confidently 
and confidentially hopes to return in two 
years with a million dollars. 

We hear many favorable reports from ad- 
vertisers who use the Christian Herald, of 
New York, and some very discouraging re- 
ports from advertisers whu have been persuad- 

d to use certain other religious  publica- 
tions. These facts are exactly in line with 
what we have always claimed. It is easy to 
understand why the Christian Herald 
should pay advertisers, for the publishers are 
liberal advertisers themselves, and practi- 
cally every subscription to their paper was 
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received in answer to advertising, while some 
of the other religious publications give a 
handsome commission to the pastors of va- 
rious churches of the denomination of the 
paper, and we believe that many of the sub- 
scriptions to such papers are made more with 
adesire to help the minister than from any 
wish to subscribe forthe paper. ‘The sub- 
scriptions obtained by this method can not be 
as profitable to the advertiser as subscrip- 
tions obtained in answer to advertising. 

We enjoyed a good laugh the other day 
when a newspaper publisher in a Western 
town sent us a sheet of brown paper about 
two feet square, on which were printed a lot 
of names and addresses. The letter inclosed 
with the printed list stated: “* Knowing you 
to be large advertisers, we have taken the 
pains to inclose you our list of subscribers, 
in order that you may see the class and stand- 
ing of the persons who read our papers, and 
‘i an idea of the merit of our publication.” 

e thank our friend for calling attention in 
such a convincing manner to the excellencies 
of his publication, but after carefully scrutin- 
izing his 351 names on the list, we failed to 
find the name of any one we are personally 
acquainted with, and therefore the only 
we can judge the character and standing of 
the people subscribing to this paper is by 
looking at the quality of the ink and the 
texture of the paper. his incident reminds 
us of acertain publisher in Missouri who had 
a flaming letter-head, on which the informa- 
tion appeared: ‘‘ Our circulation is now 364 
copies each issue ; our motto, on to 400,”” 


One of the items reprinted above 
reads: ‘‘Glass is the most elastic 
substance in existence ; certain kinds 
of newspaper circulation come next. 
Claims are naught, proofs and results 
are the true test.” The editor of the 
American Newspaper Directory says 
that in his dealings with Mr. Boyce’s 
weeklies he always found that he 
could get ‘‘ claims,” but never proofs. 
Mr. Boyce asserts that advertisers get 
results, but he never did explain why 
he is so chary about furnishing proofs, 
especially as all the proof asked for 
was a plain statement with Mr. Boyce’s 
signature. Such proof from Boyce is 
just about as hard to get as anything 
in this world that you can’t get. 

sonipsgoegellci-orbigton 
WORTH CONSIDERING. 


Some advertisers are going to the extreme 
of depending over much on their illustrations 
and leaving out the reading matter too com- 
pletely; when a clever picture and a trite 
phrase can tell the whole story it is a triumph 
of advertising. But all illustrations are not 
apt enough to be left without some few force- 
ful words to bring the point home. It is surely 
as great a mistake to say too little as to sa 
too much, An attractive picture may catc 
the eye and the firm name be glanced at, but 
there should also be some distinct idea about 
the goods advertised which will be certain to 
be carried away. Noonecould believe more 


firmly in the use of illustrations than I, but 
it does seem as if in many cases the ad is left 
incoherent for the lack of a few well-rounded 
explanatory sentences, The pictures and the 
leading matter should supplement each other 
to attain best results.—Ad Sease. 
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IN GERMANY. 

There is a lesson to be learned by our 
American billposters from their German 
cousins. It is found in the illustration be- 
low. Nocities in the world are more exact. 
ing in the matter of appearances than thé 
German. Munich is painfully so. Yet 
Hartl & Pierling have billboards on every 
corner of that city. They have solved the 
problem of getting down town—g:tting into 
the congested centers without going to roofs 
and guile. They have hundreds and hun- 
dreds of the above columns on all the princi- 














thoroughfares of Munich. Every gas- 
ight is surrounded by one. Sometimes they 
harbor a patrol box, at other places a fire 
alarm box, but in many instances their erec- 
tion is sanctioned by the city merely for des- 
ignating the intersecting street. 

They are beautiful though, and advertisers 
fight for space on them at three cents per half 
sheet per day. Perhaps if some effort were 
made in America to render billboards more 
pleasing to the eye it would be less difficult 
to obtain sites and less trouble with zsthetic 
cranks.— The Bill Board. 


*“*RED HATS.” 

Send a man up the street with a red hat, 
and every man, woman and child he meets 
will see and comment on him. Why? Be- 
cause there are no other red hats on men ; be- 
cause he is different from other men; because 
it’s unusual ; because it’s conspicuous, strik- 
ing, and something we don’t often see. Put 
* red hats ” on your ads and you will hear 
from them.—Men’s |! ear. 


— 








Corset ads should keep abreast of the times 
and put on a good front. 


as. 
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THE SCOPE 


OF THE 


_ NEWARK 


EVENING NEWS. 


One of the wealthiest, most populous, and thickly- 
settled sections in this country is that part of New 
Jersey which includes the city of Newark and its vi- 
cinity, embracing such towns as the Oranges, Bloom- 
field, Montclair, Morristown, Harrison, Kearny, 
Summit, etc, 


This section is covered 


by the Newark Evening News. The News is a 
high-class, two-cent newspaper, with an average net 
circulation of 40,000 copies perday. Of these 29,000 
are sold in the city of Newark, and the balance in 
the country surrounding. 

An exceptionally advantageous community to ad- 
vertise in, under any circumstances, but particularly 
so when the resources of the advertiser are limited, 
for the reason that only a small appropriation will be 
necessary to reach all the desirable people, through 


ONE PAPER. 
This fact should commend the News to the pro- 
prietors of Summer Resorts, as its use insures the 
greatest attainable publicity, at the least. possible 


expense. 
' The advertising rates of the News are moderate. 





“ The Newscovers Newark like a blanket.’”-—Printers’ Ink, 





Special New York Advertising Agent, 
R. F. R. HUNTSMAN, St. Paul Building. 
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** You can not keep in a paper which a woman reads without her noting you. 
If she has a use for your article she will find it in time.”’ 
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The Woman of the House 


DOES THE PURCHASING 
FOR THE FAMILY. # J vt 


She reads the local paper religiously—and_ be- 
lieves what she reads. Ina great many cases it is 
the only paper she sees. The people living in the 
section of country covered by the 
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Newspaper Union Lists 
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depend on the local or home paper for the greater 
part of their news. But don’t lose sight of the fact 
that these papers are country in name only; they 
are well edited, of excellent typographical appearance 
and their news the most select and varied. When you 
place your advertisement in the Chicago Newspaper 
Union you can rest assured that you have placed it 
in the best combination of local papers in existence 
—in many cases the only ones in the locality. 
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Our Latest Catalogue for the Asking. 


CHICAGO NEWSPAPER UNION, 
10 Spruce St., New York. 87 to 93 S. Jefferson St., Chicago. 
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The List is composed of 1500 daily and weekly papers, having a com- 
bined circulation of more than a million copies each week, and published in 
the rich and prosperous Middle West, comprising the States of Ohio, Indiana, 
Ulinois, Michigan, Wisconsin, lowa, Nebraska and South Dakota. 
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SOME OBESITY CURES. 


BEING SUGGESTIONS FOR OBVIATING THE UN- 
HAPPY TENDENCY OF THE “LITTLE SCHOOL- 
MASTER’? TOWARD AN UNBECOMING CONDI- 
TION OF STOUTNESS OR FATNESS. 


Office of 
Mosses & Heim, 
C. Dan, Helm. Bert M. Moses, 
1r1z Nassau street, 
New York, March 9g, 1898. 
Editor of Printers’ Ink: 

This is written in answer to your editorial 
in to-day’s Printers’ Ink requesting the 
readers of the Little Schoolmaster to make 
——— as to how its bulkiness may be 
reduced, 

Why not devote say three es each week 
for “‘department” use only? One week 
these three pages could be occupied by the 
Department of Criticism, the second week by 
the Department of Store Management, the 
third week by the Department of Ready- 
Made Ads and the fourth week by one of the 
series of articles on the subject of Illustrations 
and Display. In this way no feature would 
be entirely thrown out and the readers would 
most likely be served to a more palatable re- 
past. The trouble with most regular depart- 
ments lies in the fact that so much matter has 
to be ground out each week, whether the 
writer has eee worth saying or not. 
The consequence is that much matter creeps 
in which is more in the nature of a “ filler” 
than anything else. A department is seldom 
so well edited as other portions of a publica- 
tion, although there is no reason why this 
should be so. If the editor of a department 
sends in good stuff, it ought, of course, to be 
printed, but if, on the other hand, it is some- 
thing which will not be of real value to acon- 
siderable portion of the advertising world, it 
ought to be thrown out just like communica- 
tions sent in by outside contributors. 

Our suggestion of alternating the standing 
features of Printers’ Ink, letting each ap- 
pear every four weeks, would probably make 
each department more valuable. The differ- 
ent editors could boil their stuff down and 
separate the wheat from the chaff. The good 
points which might be contained in four or- 
dinary articles could be condensed into one. 
In this way the matter now sent in as “ fill- 
ers” would be killed with a blue pencil. 

Very truly yours, Moses & Het. 


Anti-Fat Prescription for the Little School- 
master—(1) Keep all the departments run- 
ning, but cut - Bon down to one-half the 
space they now occupy. i 

(2) Double your advertising rates and 
charge extra for full pages. A half-ad ina 32- 
page Printers’ Ink, with reading matter on 
other half of page, ought to he as valuable 
to the advertiser as a full-onge ad facing 
reading matter in a 64-page number. ‘* Yours 
for health,”’ W. H. Eastman. 

East Sumner, Me., March 11, 1898. 


I spend something like an hour each week 
reading Printers’ INK, and this morning 
when I read your editorial on page £: it oc- 
curred to me that I might take a hand in 
helping you out in your dilemma. __ 

In looking through your advertising col- 
umns I notice that eight full-page advertise- 
ments are for the benefit of Printers’ INK or 
Geo. P. Rowell & Co., who are, I understand, 
practically one and the same firm, ow to 


me this advertising, together with the fre- 
uency in which the name of Geo. P. Rowell 
t Co. is mentioned amon 


matter, has a cheapening 


t the readin 
ect, I w 
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suggest respectfully that when you have a 
number of special announcements you con- 
tent yourselves with a — of pages in 
each issue or else print an eight-page booklet 
and send to every name on your list. 

I like the department of “ Illustrations and 
Display,” and would not care to see it dis- 
continued. The “ Department of Criticism” 
is splendid always, but why not arrange with 
Mr. Bates to have his own r, Criticisms, 
sent to Printers’ INK readers who are will- 
ing to pay a slight annual increase for the 
two papers? 

Maybe you will claim that your columns 
are too narrow to entertain a proposition that 
advertisements like the New York 7imes’, 
and other full-page advertisements in that 
part of the paper, be confined to a single 
column of space? I believe that half-page 
cards alongside reading matter are quite as 
effective as a whole Rage. Yours truly, 

A. W. Law, *y-Treas. 
Toronto, March 10, 1898. 


Offices of 
L. S. Praut & Co., 
“ The Bee Hive.” 
The Largest Dry and Fancy Goods House 
in the State. 
707 to 721 Broad Street. 
EwARK, N. J., March 9, 1898. 
Editor of Printers’ Inx: 

Increase your advertising rates, but don’t 
reduce the number of pages—not enough as it 
is. However— 

Mr. Bates could send his criticisms by mail 
to those interested. Those interested could 
inclose stamps for mail service. 

Mr. fone is very interesting. 

Mr. Dixey could make his appearance, say 
once a month. 

Moses and Helm are gems in their way. 
They would be missed. 

Mr. Kissam is apt to tell all he knows in 
his ads, that is to say, all about car advertis- 
ing. Any one who is not convinced as to the 
wealth-creating value of card advertising 
after reading his hundred dollar a page adlets, 
will not be made a convert through any argu- 
ment set up elsewhere in Printers’ Ink. 

As long as I caa get Printers’ Ink in my 
pockets, it will never grow too big for me, and 
when it does, I’ll get Ghaeee pockets. 

Cuas, MIcHAEL. 


Office of 
Tue Bic Department Store, 
Cor. Fifth Ave. & Market St. 
McKeesport, Pa., March 12, 1898. 
Editor of Printers’ Ink: 

We are very much interested in your edi- 
torial of March oth, and think that if any 
department should be taken out it would be 
that of the Street Car Department. We think 
this would interest less 4 than any other 
department. We would like to hear more 
from Bates and Jones in their departments. 
By no means lessen the AB the paper. 
Respectfully, H.C, & J. K. Ske.iey. 


Batpwinsvittz, N. Y., 
March 13, 1898. 

In an editorial in Printers’ Inx of March 
gth_ you complain that “the increasing size 
of Printers Ink has given cause for many 
anxious hours and wakeful nights of late.” 
If you would omit about two-thirds of the 
ads relating to the business done at No, 1o 
Spruce street, I believe you would have no 
trouble in sleeping nights, and could snatch 
a couple of hours in the afternoon. The 
issue of March gth contains ten pages of dis- 

yed ts relating to your busi- 
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ness. If you will employ the time consumed 
in preparing these ads in writing an article 
that will benefit advertisers, you will not 
need to print two pages of * testimonials.’’ 
I also think your “ pre jokes” could 
be profitably omitted. The departments you 
speak of leaving out are the one redeeming 
feature of Printers’ INK, and, in my judg- 
ment, should be given preference over every- 
thing else. Were these departments aban- 
doned, Printers’ Ink would sink to a level 
with ‘Copy Hook” and like publications, 
Yours respectfully, H. V. Watson, 


Sr. Joseru, Mo., March rr, 1898. 
Editor of Printers’ Ink: 

You ask for advice in March 9 PrinTErs’ 
Ink. Now everybody can give advice—is 
the experience of twenty years in the news- 
paper usiness—and they like to do it. So 
to “ play even” the writer advises PrinTERs’ 
Inx, regarding the elimination of specia! de- 
partments: Sharpen the blue pencil a little 
more—and leave out no popular special feat- 
ure. Respectfully submitted, 

Ben. F. Hitpesranp, Advt. Dept. Herald. 


Dansury, Conn., March 14, 1898. 
Dear Printers’ Ink—If I can. spare any 
part of Printers’ {nx it’s the Tram Car De- 
partment. I don’t know asI mind if Print- 
ERs’ INK does grow stout and I can find some- 
thing else to deny myself without any special 
inconvenience. Yours very trul 
Joun A. KersHaw. 


An anonymous thief at Saginaw, Mich., 
East Side, avails himself of one of N. W: 
Ayer & Son’s post-paid envelopes to give 
Printers’ Ink this preposterous advice: 

lf you would omit all the stuff praising 
yourself and your business and your own 
ads, and the stuff running down weeklies, of 
which this number contains not less than 
eighteen pages, it would go a great*ways to 
relieve the bulkiness of Printers’ Ink. 


Rossvitg, Ill., March 9g, 1898. 
Editor of Printers’ Ink: 

You are speaking of eliminating a depart- 
ment or so from the Little Schoolmaster. 
Don’t doit. The departments you have now 
in Printers’ INK are all needed there, accord- 
ing to my way of thinking, and I should hate 
to see any go. If, ares must dro 
any, please save that of Mr. Bates from suc 
a fate, Sincerely yours, Arco M. Dit. 


DarpDAaneELteE, Ark., March 11, 1898. 
Editor of Prixters’ Ink: 

I notice in your issue of the oth inst. that 
you are contemplating the abolishment of 
some of the special departments in Printers’ 
Ink, and ask your readers to express them- 
selves relative to the matter. I have beena 
constant reader of Printers’ INnx for several 
years, and the department that has interested 
me most and been most beneficial to myself 
and advertisers, is that of ** Ready-Made Ad- 
vertisements.” In every issue there are sug- 
gestions and practical ideas in this depart- 
ment which aid greatly in compouins ads. 

Yours truly, H. M. Jackson. 


Office of 
Emicn’s DEPARTMENT STORES. t 
Brooxtyn, N. Y., March 14, 1898. 

kditor of Printers’ Ink: 

Here is my response to your editorial of 
March 9, regarding overgrowth to) 

Leave out Mr. Bates’ independence and 
Mr. Jones’ matteroffactness and Mr. Dixey’s 
enthusiasm and Messrs. Moses & Helm’s ad 








architectural display, and Mr. Kissam’s car 
education, and you’ll leave the life out of the 
Little Schoolmaster. 

I dare say the contents of every one of the 
departments referred to are more generally, 
eagerly and thoroughly read than anything 
else in Printers’ Inx. I don’t think 100 
pages too many. However, lessening the 
size will ey oer itself, if you take the 
pith out of the best advertising educator. 

1 would prefer paying for advertising space 
one-sixteenth of a cent per line per thousand 
standard, as you term it, with Bates, Jones 
Dixey, Moses & Helm and Kissam as tutors, 
to paying one-seventeenth of a cent per line 
without their power and attraction. Yours 
truly, O. N. Powe... 


INDIANAPOLIS, Ind., March 14, 1898. 
Editor of Printers’ Ink: 

In the issue of the 9th you invite opinions 
as to the advisability of cutting down 
pages of Printers’ Ink, omitting one or more 
of the departments. Don’t doit. Raise the 
advertising rates to $150 a page. If space 
has been worth $100 a page in , ee. Ink 
in the past, it is well worth $150 now. 

Make the subscription price $10 a year. 

The man who can’t get $10 worth of infor- 
mation out of Printers’ IN« in a year has no 
good excuse for taking it. 

I have taken Printers’ Inx for a year. 

I would not take ten times $10 for the ideas 
{ have received from it in that time. 

I have made over ten times $10 by the use 
of the ideas in the past two months. 

Bates, Jones, Dixey and the rest of the de- 
partment editors can’t very well be spared. 

What they don’t know about advertising 
they will find out, and Printers’ Ink readers 
will get the benefit of their knowledge. 

, And what they will say about advertising 
in a year will be worth many times $10 to any 
one interested. 

Raise the advertising rates and the sub- 
scription price. 

There will be some “ kicks ’’ perhaps. 

Printers’ Ink is solid enough to stand it. 

And it would be no new experience. 

Very few paren would be lost by it. 

A good thing is worth all it costs—and 
more. 

Printers’ Ink may be big and a little 
clumsy to handle, but it is ‘** meaty.” 

It does not need an anti-fat treatment. 

Very truly, S. J. McDonacp. 


Kosciusko, Miss., March 13, 1898. 
Editor of Printers’ Ink: 

PrinTERs’ Ink is not bulky—not too large 
—but for the sake of Printers’ Inx take out 
the Department of Store Management, or 
else get some person to manage it whose mind 
is not so entirely taken up with his own im- 
portance, and who does not wish to pattern 
after another contributor to Printers’ INK, 
whose ability as an advertising specialist can 
not be touched by Chas. F. Jones with a ten- 
foot pole. E. K. ANDERSON. 


—$_+o+—___—_ 

WHERE AMERICAN MAGAZINES GO. 
The wide range of the circulation of Ameri- 
can magazines and the manner in which ar 

etrate the farthest points of the eart 
ound new evidence last week when a single 
list of five hundred subscriptions to the 
Ladies’ Home Journal was received by that 
magazine from Bulgaria, the list being headed 
by the name of Her Royal Highness the 
Princess Maria Louise. ennan the 
Siberian ig dae said that he fovea this 
magazine in homes on the steppes of Siberia, 

while Peary met with it in Greenland, 
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It Stands at the Head 


Resort Mediums. 


It prints more Resort advertisements than any publica- 
tion in the world. Circulation, Quality, Low Rates, its 
Free Information Bureau and Large Returns have made 


The 


Brooklyn Daily Eagle 


The Best and Most Extensively Used SUMMER 
RESORT MEDIUM in the UNITED STATES.... 








Think of it! Over 200 pages of Resort advertise- 
ments printed in 1897. 

THe Eace Free Information Bureau is one of the 
most novel and unique as well as the most helpful 
departments ever established. Over 15,000 people 
annually make use of its advantages in facilitating 
their summer plans ; the Bureau acts as your Brooklyn 
and New York agent. Send for Listing Blank, Picture 
of the Information Bureau and Eacie Advertising 
Rate Card. Address, - 


Eagle Information Bureau, 
Main Office, Rooms 28 and 29, 
Eagle Building, Brooklyn-New York, N. Y. 
Branch Bureau, 
962 Broadway, Manhattan-New York. 
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HOW UNGUENTINE IS ADVERTISED. 


Unguentine is an antiseptic astringent lo- 
tion, manufactured by the Norwich Pharma- 
cal Co. of Norwich, N. Y., and advertised 
only to the medical profession. In the 
American Medical Journalist (St. Louis), 
for February, is an interview with Dr. Lill- 
ard, who manages the advertising, from 
which the following is extracted : 

“To what extent are you now advertising, 
and what mediums are you using ?”’ 

** We are now in about sixty medical jour- 
nals, having placed the same territorially, in 
local journals, so as to cover the entire coun- 
try, locally.”’ 

* Do you use any other than medical jour- 
nals?” 

“No, we do not; but as an auxiliary, we 
use the leading drug journals, two to three 
times a year, so that druggists may become 
more familiar with our goods and prices. We 
advertise exclusively to the medical profes- 
sion, and all our specialties are sold only on 
physicans’ prescriptions.”’ 

** How do you select your mediums?” 

** We try to procure the best local journal in 
each locality where there are more than one, 
and while the price has something to do with 
it, yet, if the journal is a frep-aines, strictly 
ethical medical journal, and not a house 
organ, price does not cut any figure init. We 
take into consideration the age of the jour- 
nal, and the standing of its editor.’’ 

**Do you place your advertising direct?” 

“In nearly every instance, yes ; although 
this year, for the first time, we have made 
better terms on one or two mediums through 
their special agents.” 

“What about rates?” 

_“*T will say this much, that there are very 
few medical journals whose rates are not sub- 
ject to discount if you only know how to go 
about it.”” 

** Do you make any trade contracts?” 

“No, sir. I do not approve of this method 
of throwing goods upon the market.” 

“ Do you key your advertising ?’’ 

“ Yes we have done so for the past four 
years.” 

** How do you do this?” 

“ By changing our advertising matter for 
different journals in various parts of the 
country, we are enabled to trace directly the 
replies of from twenty-five to thirty per cent 
of those who do not mention any journal.” 

“ Do you write your own advertising ?”’ 

“Ves, almost all of it; though fre- 
quently call to my assistance the adwriters.”” 

“ Do you illustrate your ads?” 

“ In most of our advertising of Unguentine, 
we have for the past three years used either 
the cut of our one-pound jar or the portrait of 
Sir Astley Cooper. In our other specialties, 
such as Leinol and Sanguinol, only type.” 

* How often do you change your ads?” 
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“* Do you ever use college announcements, 
programmes or schemes? ” 

“* Not if we can avoid it. We receive about 
one letter each day for something of this 
kind from all parts of the country, and we 
could expend ten thousand dollars a year on 
it if we used one-half of them.” 

** Which class of journals do you get best 
returns from?” 

.“ The weekly journals, and next the fort- 
nightlies, though there are some few month- 
lies that bring us in a larger number of in- 
quiries for samples than the weeklies, yet the 
class of — who read these monthlies are 
usually located in isolated places, where it is 
difficult for them to get a further supply of our 
preparation without they order direct, as 
their jobber does not care to break a pack- 
age, and they either use so small an amount, 
or their patients are too poor to make it an 
object for them to buy original packages, 
The results from weekly and bi-weekly jour- 
nals are from the class of people that caused 
us to get up the new five-pound package 
which was a success before it was ready; we 
had orders for over two hundred of them be- 
fore a single tin was filled.” : 

** What are the sales on Unguentine?”"’ 

“* Last year they went over thirty thousand 
pounds, and if the sales for 1898 can be based 
on the first fifteen days in January we will 
sell over sixty thousand pounds in 1898.” 

** How many journals did you use in 1897?” 

“ Thirty-one.” 

“ How many did you say you were using 
this year?” 

** Fifty-nine.” 


a 
THE COMING NEWSPAPER, 

** T have a scheme that is a sure winner,” 
said a newspaper man the other day. “ It is 
in line with the tendency of the times—per- 
haps it is a few years ahead—but it is bound 
to come sooner or later.”’ 

“Tell us about it,” said an advertising 
solicitor whose head had grown gray in the 
pursuit of the elusive cortract. 

“It’s so simple, 1 wonder no one has at- 
tempted it before,”’ said the first speaker. 
“‘ This is the way i should work it: I should 

o into a city of, say, 50,000 people. The 
arger the number of papers already occupy- 
ing the field the greater my chance of suc- 
cess. Ishouldget together the best corps of 
editors and reporters to be had; equip a 
plant with every mechanical aid to the pro- 
duction of as handsome a sheet as Chicago 
can show, and start my paper. It would be 
delivered free to every house in the city, and 
sent to mail subscribers at the Peat mm pub er 
of $2 a year. I should solicit advertising on 
the basis of fifty per cent of the combined 
rate of al! the other papers in the city. With 
a circulation absolutely covering the field, 
any advertiser could readily grasp the ad- 
t: my paper could offer as an adver- 





“In monthlies we can only chang , them 


tising 1 Why, for half the amount 





em monthly, and in the fortnightly jour- 
nals we are allowed two changes to each 
quarter, or eight emg the year.”’ 

“Do you think that illustrations are better 
than plain type in advertising ?”’ 

“ Tf the illustration is pertinent and repre- 
sents the package, bottle, or jar, or a medi- 
cal portrait, I am of the opinion that it is of 
decided advantage, but such illustrations as 
we see sometimes used in medical journals of 
trolley car accidents or coarse jokes, I have 
no faith in.” 

‘*What do you spend each year for adver- 
vertising ?’’ 

“Tt runs into seven figures.” 


rae but in the weeklies we 
t 





he now spends for newspaper advertising he 
could cover the field thoroughly by using my 
paper.—Newspaperdom, 


CORRECT ENOUGH. 

No business in this land was ever built up 
by Ag egy city directories, maps and 
the like. Such things may be an aid, but they 
never are the foundation of a business. They 
do not reach many people, and those that do 
read them generally treat them contemptu- 
ously.— Macon (Ga.) News. 
eee 

Aps offering false teeth ought not to make 
readers feel down in the mouth, 
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The Woman’s Home Companion is to-day the wonder of woman's 
journalism, and although not anew magazine, yet its artistic and literary 
improvements have been so rapid and marked—the transformation 
within the past eighteen months so stupendous—that it has found 
practically a new constituency in the most sumptuous and refined homes 
from Maine to California. 

The famous staff of authors and artists includes Octave Thanet, Lillian 
Bell and a score of others. 

Advertisers of high-class products who have tested the Woman's 
Home Companion say the results are simply enormous. 

Forms for May issue close April Ist. 


MAST, CROWELL & KIRKPATRICK, Publishers 


ieuw Youn” SPRINGFIELD, OHIO 0645 Meneieas Be 
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ADVERTISING MONUMENTS. 
Troy, N. Y., March 4, 1898. 
Editor of Printers’ Ink: 

The busi of t selling is one of 
those peculiar trades which it seems at first 
thought can not be successfully advertised. 
It was my fortune not long ago to be asked to 
solve the problem for one of the largest 
monument dealers in Northern New York. 
The house had been using a space of three 








Are You Going 


To buy a Monument, Headstone 
Or Marker? ise, aoe 
ae Tey eh coseew 10to @0 
upon application, ee 

Railway Granite Co., 
2 


Second Street. 
A. A. FLINT, Res. Part. 


FiGure 1. 





inches double column, in two dailies and 
three Sunday papers in a city of 70,000, and 
from this they gained so little results that 
they decided to cut off every paper. I in- 
duced them at this time to stay in one paper, 
a morning daily reaching the wealthier class 
of people in thecity. This space was reduced 
from three inches double column, on a poor 
inside page four times a week, to three inches 
single column, on telegraph page twice a 


Good looks, workmanship, 
talent, stock, equipment, éntez 
jnto our business. There is 
ao business that demands so 
much from the maker as suc. 
cessful monument building, 





and to Lave won success-is to - 


merit it, 

We have wom success and 
can give to you better service 
thari any other house, and at 


a less cost. 
We want to talk with’ you-p personal 
interview will convince. 
RAILWAY GRANITE CO. 
2 Second Street, 
A A. FLINT. Res. Partner 


FIGURE 2, 


week. The old ads the company had been 
running were of the large display type style, 
like the one shown in figure 1, and a radical 
change was here made and all display was 
_ removed, the ads being set in 12-point old 
style roman, without ornaments or borders. 
like the ad shown in figure 2, Where the old 
ads had run to the question of cost almost 
exclusively, and that in a general way, the 
ads were now written to cover a particular 
point of monument selling each week. Thus 
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geaBiics of stones was treated one week: 
acilities for design another ; price possibili- 
ties, etc., were each treated in turn. The re- 
sults were not immediately noticeable, but 
gradually letters began to come in askin 

questions and naming something they had 
seen inan ad. Added to the newspaper work 
a neatly engraved note, printed on fine wed- 
ding stock, was mailed to the immediate sur- 
vivors of any whose death notice appeared in 
the papers. This note was mailed avout two 
weeks after the funeral and read as follows: 

THE RAILWAY GRANITE CoO., 
MonuMENT BviLpers, 
Desires your permission to call and present 
designs and prices of their work. 
2 Seconp STREET. 

Inclosed with this was a stamped and ad- 
dressed envelope, and while the policy of 
sending such a note was for a time a question 
to me, it was soon dispelled by the number 
who made use of the envelopes, either to 
name date when the company’s man might 
call, or asking some —_ of interest. 

RANK G. MACOMBER. 


ee 
AT THE HUB. 
Boston, March 15, 188. 
Editor of Printers’ Ink: 

Even the mendicants are becoming imbued 
with the craze forcatchy advertisements, for 
I noticed to-day a blind beggar in the Public 
Gardens with this startler painted on a plac- 
ard swung ‘round his neck: “I can’t see the 
cake walk.’”? Assandwich men carrying ban- 
ners are prohibited in modern re ml the 
business men dress up the walking advertise- 
ments in some grotesque manner and attach 
a small card to their garments, and the rival- 
ry has become so energetic that the streets at 
certain hours resemble those of New Orleans 
during the mardi gras. Men rigged out as 
Klondikers; clowns and all kinds of charac- 
ters are met with. The fellow, though, that 
most ple stare at goes about on stilts con- 
cealed under long trousers that make him ap- 
pear about twelve feet high. Fax. 

—<—— — ~~ ——— 
IN INDIANAPOLIS, 
INDIANAPOLIS, Ind., March 9, 1898. 
Editor of Printers’ Ink: 

Two fine-looking stuffed seals deck a sta- 
tioner’s window to put an accent on the genu- 
ineness of the many pocket-books carelessly 
scattered about them. ‘ Twenty-five cents 
will cure that cough,” says a druggist. 
** Chawing wax, five packages for five cents,” 
says another, in bold, white paint. A phono- 
graph doing oy ot of a transom attracts 
attention to “ Edison’s Wonders.” Two 

ood-sized telegraph poles upon which hung 
roken wires hel out a catch sentence 


lately given the public. It was: ‘ Broken 
Lines.” ” Geo. b. Forrxst. 


so 
A CHICAGO CURIOSITY. 
Cu1caco, Ill, March 9, 1898. 
Editor of Prixters’ Inx: 
I inclose an ad from the Chronicle that 


YOUNG man, good looking, intelligent 
and affectionate, would like to marry 
some lady of fair means who would 
a nce to make a man of himself. 
O 66, Chicago Chronicle. 


ik iosity. Yours truly 
strikes me as a curiosity ig fl 





give him 
‘Address 








> 
Tue ads of Klondike companies should be 

— so as to make readers take stock in 

them. . - 
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SEE WHAT THE GREAT GRAIN MEN 
OF THE NORTHWEST SAY 
OF THE 


Minneapolis Journal 


C, A. PILLSBURY WRITES: 
Minneapolis, June 15, 1897. 
Publishers The Journal; 
Gentlemen—Without reflecting upon the 
ability of the other market correspondents in 
Minneapolis, I wish to say that I consider 
that the market page of the Minneapolis 
Journal, taken as a whole, year in and year 
out, is the best of any published by any paper 
in the twin cities. In saying this, I do not 
wish to be understood as reflecting upon the 
ability shown by the market correspondents in 
the market pages in some of the other journals 
in the two cities, 
Yours respectfully, 
C. A. PILLSBURY. 


StronG, CLEAN CUT AND RELIABLE. 
July 22, 1897. 
Lucian Swift, Esq., Manager Journa/, City : 
Dear Sir—We wish toacknowledge, by a 
voluntary testimonial, the work of The /Jour- 
nail in its daily presentation of a strong, clean- 
cut market page. We consider The Journal 
market reports reliable and the best in the 
Northwest. They are presented in good form 
and show careful work at all times. Your daily 
price diagrams, representing the market for the 
day, are a feature that no producer of wheat 
in the Northwest should be without. 
Very truly yours, 
WASHBURN CROSBY & CO, 





F, H. Peavey’s Goop Worp. 
Minneapolis, June 22, 1897. 
Mr. Lucian Swift, Manager The Journal: 
Dear Sir—Your market reports are ver, 
commendable, accurate and correct. I think 
they are unequaled by any paper in the North- 
west. I take great pleasure in reading them, 
because I have found Mr. Jones, commercial 
editor of The Journad, very correct and care- 
ful in all his statements, with no tendency 
whatever toward sensationalism. 
Very truly, 
FRANK H, PEAVEY. 


F. G. LOGAN, CoMMISSION BROKER. 

Chicago, June 18, 1897. 

Mr. Lucian Swift, Manager The Journa/: 
Dear Sir—We have observed the enterprise 
with which the Minneapolis Journad’s mar- 
ket reports are prepared, which, of course, as 
you know, counts for a good deal with us 
grain men. The statements have excellent 
standing in the grain trade generally, here 
and elsewhere. We are pleased to commend 
you for the excellent work you are doing, and 

remain, faithfully yours, F.G. LOGAN. 


Goop WorRDs FROM JAMESTOWN, 
Lucian Swift, Manager of The Journal: 

I find The Journal the most satisfactory of 
all my papers. For a busy business man it 
contains, in the least possible space and with 
the most convenient possible arrang , all 
the news, and especially all the market, com- 
mercial and financial information, while its 
editorials treat freely and fearlessly all cur- 
rent and live topics, Yours truly, 

E. P. WELLS, 
Jamestown, N. D. 





Circulation Exceeds 40,000. 


The Largest Circulation in the Greatest Wheat Territory in 
the United States. 


For rates, etc., apply to 


R. A. CRAIG, 


41 Times BUILDING, 


NEW YORK, 


In charge of Foreign Advertising. 


87 WASHINGTON ST., 
CHICAGO. 
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IN HIS OWN VERNACULAR. 
Cameron, Mo., March 7, 1898. 
Editor of Printers’ Ink: 

I notice in your issue of February 2 a brief 
note under “Two More Advertising China- 
men,” but no mention of Charlie Lung, the 
** good Missoulian ” celestial, who is an active 
user of newspaper space in this section and 
who has a fine growing business here. He 


Ho Mo. 


Boys and girls bling big bun- 
dles washee to 
Charlie an. say 
“Hey, Char- 
lie, you Mis; 
soulian make 
‘good addee in 
Sun. Ebly 
diay new fel- 
lah come to 
‘heb washe 


_made snow white 
CHAS. F UNG’S. 
AUNDRY 


writes his own ads partially, but the pigeon 
English is your correspondent’s innovation ; 
and when, shortly since, regulation Queen’s 
English was introduced, Charlie rushed into 
the business office with flying queque and 
ordered his *“‘pedgen” resumed. Yours truly, 
GranaM BuRNHAM. 


IN ITHACA. 
Irnaca, N. Y., March 8, 1898. 
Editor of Printers’ Ink: 

Druggist Todd perfumed the Lyceum 
Theater the other night with Hess’ Blue 
Violet, the occasion -e. Sousa’s Band. 
He announced on the programme that ** Todd 
sells this dainty perfume, and he only.” 
This is pretty advertising when it is 
taken into consideration that there’s but one 
par pewe in the city, and that one of the 

est in the country, where the audiences are 
noted among the profession as highly refined 
and appreciative. Hance TompP«ins, 


——_+o>—__—_ 
A RECKLESS NEBRASKAN. 
Lixcoun, Neb., March 10, 1898. 
Geo. P. Rowell Advertising Agency: 

We note with pleasure that a market value 
of advertising space has at last been agreed 
upon. This is to authorize you to place a 
two-page advertisement for 52 insertions in 
Printers’ lik at the same rate which you 
secured from the Chicago Record for The 
Ripans Chemical Co., ae to be made 
monthly in advance. ill send copy upon 
receipt of your acceptance. 

Tue Press Pusiisiinc Co. 
Per F. H. Nagel, President. 


—__ +o 
Tuere should be variety to the ads of vau- 
deville companies. 
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BROMO QUININE A TRADE NAME, 

The Paris Medicine Company, of St. Louis, 
has recently won a suit in the U. S. Circuit 
Court for the district of Indiana, which estab- 
lishes, judicially, the validity of the words, 
“ Bromo Quinine” as a trade name. : 

Dr. Newton C. Davis, a manufacturer of 
proprietary medicines of Frankfort, Indiana, 
was the a in the case. Davis had 
put upon the market a preparation which he 
ealled * Brom#Z Quinine,” mt was in tablet 
form, identical in shape, size and color with 
the ** Laxative Bromo Quinine Tablets” of 
the Paris Medicine Company. The contain. 
ers were also somewhat similar to those used 
by the Paris Medicine Company, and were 
recommended for the same purposes. 

On account of numerous counterfeits, the 
Paris Medicine Company have for some time 
stamped the letters “‘L. B Q.”’ on their tab- 
lets, and have advertised to the public that 
none without those letters were genuine. 





“D. B. Q.,” 
the Jetters being exactly like those used by 


Davis’ Tablets were stam 


the Paris Medicine Company. That Davis’ 
a was sufficiently like the genuine 
to deceive the ordinary buyer, can be seen 
from the accompanying cuts, which are exact 
reproductions of the two preparations. 

he court decreed that the words ** Bromo 
Quinine” constituted a valid trade-mark, 
which was the property of the Paris Medi- 
cine Company, and ordered that the said 
Davis be perpetually enjoined from using the 
words “‘ Bromo Quinine,” or any words sim- 
ilar to, or only colorably differing from such 
words, or from using any mark, contrivance, 
label, or device on any boxes or tablets man- 
ufactured or sold by the said Davis, as might 
lead to the belief, in the mind of the pur- 
chaser, that he was buying the goods made 
by the Paris Medicine Company, and known 
as Laxative ‘*Bromo Quinine Tablets,”— 
National Druggist. 


GOOD ADVERTISING ADVICE. 

What you pay is not half so important as 
what you get, in advertising. he cheap 
medium is nearly always much more expen- 
sive than the high-priced when results are 
considered. Some people think the value of 
an advertisement is difficult to measure—so it 
isin some mediums—but the old, old stand- 
ard of results generally determines the value 
of space. Some space is worth a dollar a line, 
some is worth three, and there is space of- 
fered, and sold too, at ten cents a line. 

Judicious advertising is the best paying in- 
vestment that a business man can make, pro- 
vided he is advertising something that has 
real merit, and for which there is likely to be 

popular d d. The dest kind of 
investment in stocks, bonds, real estate, etc., 
is liable to a fluctuating value, and that is 
about the worst thing that can be said about 
judicious advertising. But,its percentage of 
returns on the outlay is larger, and that is 
why it may be considered as a pretty solid 
investment when mg done.— 7he Curtis 
Publishing Company, Philadelphia. 


——_+ 
Tue bookbinder is bound to book orders 
by advertising. 
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NOTES. 


A BooTBLack in New York offers to cus- 
tomers fresh cut flowers with every shine. 

In the center of an attractive window dis- 
play Isadore Collat, clothier, of Savannah, 
Ga., recently placed a large bicycle con- 
structed of scarfs and neckties. 

On Wednesday, March 16, Mr. Robert 
Ogden, of John Wanamaker’s, delivered a 
speech before the Merchant’s Association of 

. Y., on Advertising as a Business Force. 

SEVERAL English firms are using the backs 
of dominoes for advertising purposes, and 
others are using chess and checker boards, 
the backs of playing cards and a variety of 
other games, 

Heavp’s Business College, of San Francis- 
co, issues its catalogue in the form of a cloth- 
bound volume, which contains a mass of in- 
formation on the courses,etc. It seems to be 
compiled skillfully and interestingly. 

“Tue best paper,’ says Printers’ Ink, 
“covers the cream of the trade in any sec- 
tion.” Wrong again! By way of a reduc- 
tion ad absurdum, what paper would Print- 
zrs’ INK select as the best in New York City? 
—A. Ward. 

On the rrth of March, 1897, the Ripans 
Chemical Company employed eleven persons 
in the manufacture of their products. On the 
11th of March, 1898, the same company em- 
ployed one hundred and eleven persons for 
the same purpose. 

A Cuicaco gent’s furnishing store has a 
unique card on a pile of socks, ‘* The price 
will tickle you, but the socks won’t,”’ and in 
the necktie window is this, “‘ Can’t resist? 
We know it. It’s the tie maker’s fault—he 
makes them too good.” 

A provision dealer in Gansevoort street, 
New York, has two curious signs outside his 
door. One reads: ** Cheese of two kinds— 
the kind that bites and the kind that you 
bite”; and the other is, ‘‘ If you miss the‘ u’ 
from dtter you will find it in guadity.” 

“ Hevps Over Rough Places ’’ is the name 
of a book bound in imitation leather paper, 
issued by Enoch J. Salt, advertisin manager 
of F. & R. Lazarus & Co., Columbus, Ohio, 
at $1 a copy, containing a large number of 
pew po snappy head-lines, interesting phrases 
and arguments for the use of retailers. 

Tue J.C. White Company have inaugurat- 
ed a novel advertising scheme, They are to 
give away a high-grade wheel every week. 
A chance will given with each 25-cent 
purchase or under, four with each dollar’s 
sale, 40 for $10 sale, 100 for $25 sales, etc. 
The wheels are on exhibition in their show 
window, and they are very handsome.—Vew 
Britain (Conn.) Herald. 


A GOOD-LOOKING young woman with yellow 
curls and blue eyes stood in front of a drug 
store on anes ee afternoon. She 
wore a mortafboard cap set coquettishly over 
one ear. Inone hand she carried a bunch of 
white and pink carnations, in the other a pack- 
et of circulars. When aman left the drug 
store soda fountain she angees up to him, 
pinned a carnation on the lapel of his coat, 
and then bestowed one of her circulars upon 
him. The circulars advertised a whisky con- 
cern, The form of advertising was certainly 
anew oneon Broadway. The young woman 
took up several posts during the afternoon, 
but always in front of drug stores. She dis- 
appeared when her stock of carnations and 
circulars gave out.—V. Y. Sun, March 9. 
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THE PRESENT TREND. 

Advertising is no longer an experiment. 
Business men have recognized its value for a 
— time, and have profitably spent millions 
of dollars to bring their goods to the notice 
of the public. Time was when circular and 

ster advertising were looked upon as a good 
investment, but of late years the great ma- 
jority of advertising experts have turned 
their attention almost exclusively to news- 
papers. The handbill which, a decade or 
more ago, was popular in all the small cities 
of the country, has been supplanted by artistic 
display announcements in local newspapers 
and many general advertisers have discarde 
almanacs, calendars and picture cards in 
favor of daily and weekly journals of good 
gw and the great monthly magazines. 
The business man who in these days of fierce 
competition fails to keep himself before the 
public is destined to end his commercial 
career in the bankruptcy court. He ma 
manufacture the best article in the world, 
but unless he lets the world know of it, it 
will not buy from him or his agents. The 
day when the merit of an article was adver- 
tised by satisfied buyers among their friends 
will never return again. In the first place, 
business is done on a larger scale; and, 
secondly, so many really valuable things are 
every morning and evening offered to the 
public that the personal recommendation of 
one or two individuals is ridiculously insig- 
nificant.—A. NV. Kellogg, Syndicate Letter. 

—__+o+—__—__. 


Burien in a fur coat, with his hands deep 
in his pockets, a man passes on the boule- 
vard a man distributing handbills. Very 
politely, but without taking his hands out, 

¢ says to the distributor: ‘Thank you 
kindly, my friend. But will you have the 
goodness to throw it on the sidewalk your- 
selt ?"’—Figaro. 


———_+>—__—_ 
Classified Advertisements. 


Advertisements under this head two lines or more 
without ym pra 25centsaline. Must be 
han in One week in advance. 


WANTS. 


pEarect half-tone cuts, | col., $1; larger, 10c. 
per in. ARC ENGRAVING CO., Youngs- 
town, Ohio. 

7 RITE for special plan to produce 16 pp. Sat. 
W and Sun. papers at lowest cost. 5 ERG- 
GREN, care Prin 8’ Ink. 

LINE AD in publications, Mail les 
rf terms. cents buys a “ War Souv ” 
C. E. STEELE, Norwich, N. Y. 


I PAINT metal roofs. Work guaranteed for 10 
years. HARVEY ENGLISH, Albany, Ga. Eng- 
lish paint stops leaks ; Yes It Do. 


AIL order men, write for our earraition: 
clean goods; profits. 613 Consolidated 
Exchange Building, Chi cago, il. 
EARNED by one it with free 
$22,000 outfit in | Ange earn 
$1,000 yearly. P.O. 1371, New York. 


OSITION WANTED as business manager on 
established paper. Excellent testimonials. 
HAMILTON, Box 10, Manchester, Virginia. 
ORDON PRESS, also cutter with 
G . State lowest cash price. STANDARD 
PRI CO., 821 Penn Ave., Pittsburg Pa. 
mewspaper man with a few thou- 
sand dollarscan find opportunity for splen- 
addressing “ J.,” Printers’ Ink. 
XPERIENCED advertising solicitor desires 
E position in New York or other large city. 
= | references. “SOLICITOR,” care 
Printers’ Ink. 





a) 
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CTS. a line for a” proven. WOMAN’S 
25 WORK, Athens, 
WANT to resent Panoiber Lm 5 ag paiiice- 
pm ry. Can sen 
Best references. C. DARLING. 7 Doar. 
born St., Chicago. 
COMPETENT man and college 
A has had experience on the daily and trade 


nel ition. Address “ 
Pare Printers’ Ink — 


RUGGIST, editorial expe portenee, wishes 
of compounding and sdvertising ne 


fee printers of y Rropetetary concern. “ ABI 


A OTERTIING Datgnee signer, Illustrator and Writer 

eed pr e. ewok in an, a 
to “a fo: or colors. 
faiivoss = “ aD ARTIST,” Printers’ Tok. 
Eastern atvertixing 


[4 AM familiar with the 
field, and want to represent one or two 
rs in New York. or commission. 
fares AD MAN,” care y Ink. 

N experienced man with s small capital to in- 
A pe EO, and Tobe kof daily in city 
lob work 0} 
of i000. FINE CHANCE. 


r re PUBLISHERS having * having “may progl 
which does ems ve proper return, belisve 
I have plans that w bring the desired results. 
TTespo! solicited. AMOS W. RIDEOUT, 
7 8t. Paul St., Boston, Mass. 


TAMPS WANTED. We buy in any quantity 

o—— U. 8. and Canadian stamps at 

4 per cent discount. Cosreaponeeree solicited. 

Geld, dollars wanted at ITEHEAD & 
421 Broadway, New York City, 


v 7 ANTED—Advertisers to know that we ——4 
a larger circulation than any new: 


published in the bee | of Virginia. Advei 
rates furnished o lest aqgrems 
WINCHESTER PRI , Winchester, Va. 


Peer; An experienced ne newspaper man 
some means mat are of an excellent 
tennlien for a new dail Southern 
capital wi » AR interest if de- 

‘Radrese “ DAILY,” care Printers’ 
A LASKA-KLONDIKE INFORMATION. What 
do you ang Se know! Send _ ‘with > 


quiry. 01 
po from gold Alaska-Klo ndike Infor. 
mation Bureau. H. PRE ED, Mgr., Portland, Ore. 
putea man to travel and sell 


W atin advertising wri vsorvice to all classes of 
merchants ; also to ash it pom Caneen eens Oey for new 
man 


prtorrode HARRY a GRA M. GRAVES, iS. Willinmnsto tana 


'|.HERE exists in a leading Southern city the 
I finest location for @ new “ popular Ay 
daily pope. ov oe — of money 
necessary to e e 
an interest if desired. ‘addrees © a EDR ILY” care 
Printers’ Ink. 


peutem, 
distribution of of samples for pa my firm; 10 ie 


of latest 10c. 
novelty out desired. No. 1 ret. M. OC. GEMMILL, 
Stewartetown, Pa. 


WELL-KNOWN advertising ma man who has had 


erence from pastand 
SMANAGER. K.. Peed i ink. 


RAWINS FROM PARIS—A pe 
a, ao en- 


to some 
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and placity pee like ike poatfon kp to 





yi ge communicate ° me an 
new! 
pan A = ty to take an int interest ty be new 7 
lent field. Address “ DAILY,’ me care Priniers lok, 
Ww a8 
WANT 
HIGH-GRADE 
ADVERTISEMENTS: 

Wy WE GET 4 

UARANTEED 


Rates. 4 its agate line, -¥ H 
cen each inse! 
Paar oy 
x es nches 
1.25 ve 5 lines ws tnehen 
1.50 “ 6lines 3100 H inches 
1.75 “ «inch 250 f col. 
350 “ linch 49.00 “ one col. 
7.00 “ @inches 98.00 “ f page 
Pn “ inches 196.00 “ ah 
ies 


y first-class ma) accepted. Parti 
out ss commercial rating must send cash wi 
order. Cuts must not be over 23-16 inches =; 
Copy for an issue shoul - reach us by the 25t 
peereous month. An will pay ‘anywhere 
will pay in WOMAN’S WORK, Athens, Ga. 





NEWSPAPER METALS. 
OR W. BLATCAFORD 7 ha, «1h 
MAILING MACHINES. 
‘TP SRev ALEXANDER oe a Ny” 
JOB a SPECIALTIES. 


re ts. Will help yo ToHIGKGO a xn 
of cul » « 0 
ENGRAVING it help you, Oo cago. 





BILLPOSTING AND DISTRIBUTING. 


EWBORNE & WEST, Kinston, N. C., distribu- 
tors of advertising’ liter rature and samples 








of all kinds. and sign nail our 
work — %y _ 
CIRCULAR LETTERS. 
‘HAS. A. FOYER CO., Times Bidg., Chi: 

ces fac-simile tten circular let- 
ters the ‘thousand or m “Bost work, low- 
est Samples jen free, 

INFORMATI TION. 


mar aS it you want want to ki fnew 1 eos $1 Le 
TRADE rANDY INDUSTRIAL PRESS, Research and 
Inquiry Department, Washington, D. C. 
ee 
ELECTROTYPES. 
INOTYPE, stereotype, elec . electroty eacemtes. 
Absolu re! ie, uniform aac. 
Our stan need no “trial order,” bul orders 
and corenapenaenes solicited. 
MERCHANT & CO., Inc., 
Manufacture 
Philadelphia, Pa. 
SUPPLIES. 
AN BIBBER’S 
Printers’ Rollers, 
[Fz use sii let_us mon ise samples and 
nelron ac CHI tl at GRAVING CO., 


pas penn is fa aay with ink manufac 
ured by the W. D. WILSON PRINTING INK 

CO., L’t’d, 10 Spruce 8t., New York. Special prices 
cash buyers. 4 


oe 


purpose. CHI- 
CO., 79-81 Fifth 


UTS of 
pre 4h 


Des 


kind for ev 
EXGRAVI 


‘of the 


RTMENT of Profi Pul 
> Di- 


Profitable 
B. Conkey Co., E. A. WHEA' 
‘es aot eee orn St., Chicago. 


siragsin sack tock ENIGKERBOOK ER 


9 Fulton 8t., New York. 
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ADVERTISEMENTS BY BY TELEGRAPH. 
Tx you city Hal the ur mother-in-law or set fire to 
the 8 will sen 


) omy, os © and the i 


the news al 
print f ot “ 
per ony | ‘without cost to yom you se! 
the new clock f: a | e Capitol at W: m or 
ly on brand of Storie oan for the latest 
balla th ase f yg next yng ie wil af 
inf a ca ‘or a an Fs: 
nara h pill you 
Te hand wien en our se 
wil eam: Hen you got our 
cotient. That the cost of it was - propor. 


tion. further 
GEO. P. ROWELL ADVERTISIN 


t., N. ¥. 


address 
CO., 10 Spruce 
BARGAINS. 
SRR GH WING BO tet Sith 


per twenty-five dollars we will sn seventy- 
five wo; > ten in two million 


copies (2,000,000) 
and 


UTS of an: 
/ CAGO P. 
e., Chicago. 


appea —}- ce single issue of 
a) n asingle any 
5 be placed before two million differen 
buyers—or ten million readers, if 
stated, ones a ogy | 1 ed at 
by fi ve pores paars at the check, 
ir GEO. B. ROWELL ADVERTISING 00. 16 
Spruce St., New York. 








MISCELLANEOUS. 


AST selling and rettatie mail order 
F “ice ‘Address P O. BOX 7, New York. 


Ms par ane ‘ghors for hing on 
D*ts Warranted ted SON 9 ANG: 
TRICAL’Y ORES, Hudson, New Hampshire. 

END yours name on a small fora sample 


© of my Large Postal for advertisers. 
and stron on the market and onl #5 per 
1,000. WM. JOHNSTON, 10 Spruce;St., New York. 


I R. mown? Hair Food produces a new 
h and cemesengray hair to its natural 
omer. riots trial 25c.; used by Dr. Brown 


great success. 
D" BROWN’S Pile Cure gives relief in a few 


minutes and one 50-cent box cures the worst 
ways have it in the house. Indorsed by 
physicians who use 
k. BROWN’S Catarrh, Hay Sore, isthe, 
and cold-in-the-head cure, 30-cen 
sent postpaid. Address BROWN MEDICAL CO. ms 
Youngstown, O. 


+ 


FOR SALE. 





$1 BUYS 4 lines, 50,0) proven. WOMAN’S 
WORK, Athens, Ga. 
psEEr b orse power, “power, 500 » vem, Electric 
Motor. Warrani geet ore ow price, 
HUDSON ELEC’L WK’S, K’S, Hudson,New Hampshire. 
5 <p partyer in a prominent, su 
Ay us nation reputation di deatres 
dispose o his interest, ce a poston of te it. Cap- 
uired, $5,000. Address “ PUBLISHER,” 


fal 
care Printers ters’ Ink. 

UMMER HOTEL, Onset Bay, Mass. rig 
S nie fica from the’ beach. All fur- 
ed; place; beet of bathing, warm- 

of waters; large wharf near; an ideal spot; 
i = say so if yo id seeit. If you want mee geet mak 


place investigate this. For 5 4 
A pO woman coul “31,000 for 
let. — © for  paeae, 


of 1898 
bes BOX 572,” Brockton, 


EWSPA tt ADVERTISING IN THE UNITED 
STATES. A book of pee Py pages, con- 
taining a being aff that a of about Sted by the, news- 
that are credited by the Amer- 


[edn No with havin rox ry (December edition for 
1897) with having reruley issues of 1,000 copies 
or more. ? each and 


Also separate State maps o! 
every State of the American Union, aoming those 
towns only in ae a issued newspapers 
Ussaed, more than 1 m. This book 
(issu December a "80 vill oe sent, 
paid, to pa receipt of one dollar. 
Address THE GRO. E P. ROWE ADVERTISING 
CO., 10 Spruce St., New York. 
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ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood i Engravers, 10Spruce 
H. aa York. vice good and d preenps. 


We tell you how to} soo tomas them for or 


Ce No camera, bo $00 "C.D. LOVE. Coshocton, 0. 


for stamp. 
ADVERTISEM. ENT C T CONSTRUCTORS. 
J ONES. 








[DEEEF, 10 Nassau St. 

66 48K LEWIS ABOUT IT.” 

: J ONES, 101 World Bldg., N.Y. 

ith [,2wis makes medical ads pay. 

oJ ONES, see advertisement following. 

LEW’ address is PENN MUTUAL BLD., Phila. 


LARENCE F. Geass. 179 Front St., 
Owego, Tioga Co., 
“poems. ZINGG, Farmii “Farmington, Maine. Writ- 
Ce and printing for adv for advertisers. 
e Mags & SHAUGHNESSY, Aavertionss, 623 & 
624 Temple Court, New art, New York. Write 
i PARTENHEIMER, Cl for popiness 
Facts, Record Buil Se Phfladciphise 


A. WHEATLEY, offect effective pore gh 
vi t., Chicago. New York ‘S. 
a Fifth Ave. 


’ = LB woes of of exclusively medica! and 
ores 5 vice or sam free. 
ULYSSES G. MANN! G, gouth Bend, Ina. 


Aves and Pictorial | wintow 5 Posters for 
Best and cheapest ad ‘ 
BURNS the Dr Druggist, Bernardsville, N. J. 


N OTICE—No matter who ) Goes a" aig get 
prices on +4 

N, Mat. Printe: Bross, 10% panne N.Y. 
END your name on a on @ small posal fe 

S of fay large OHNSTON. Mon. 

ager Printers’ ‘ress, 10 Spruce 8t., N. Y. City. 

oe AND BOOKLETS writ wallten "cuties + ay oe 

stock original } 8 from life for ad- 

vertisers, Write R. protebitkan. N, 150 Nassau St., 


New York. 
T= oomts,s siaue oF, or stamps, wil bring comeies 
mercantile 


= fF ZINGG, Farmi 
im to 
ton, dg. ond. ” 
) ag te a 
on any su’ bject for $5, or a blotter 
for cegtisss Send gm data. ae . WOOLFOLE, 
lisville, Ky. 


‘ads that have bro re- 
25 sult wfil be sent on rece of one do ar oF 
oo seers), & in uce wor 
Y. BEABLE, ‘Trenton, N. J. om 
| af cents, silver or mon none. order, will bri 
rinted sample ads for cpiicians an 
jewelers. Ten cents will b: 
optical booklet. C.J. ZINGG, | ZINGG, Farmington, 
W ict adwrtting “desiring o 


adwriting for their re 
advantageous arrangements for 


tare, six or twelve months. Jereonel service to 
every acce; customer. C. J.ZINGG, Farm- 
ington, Maine 

yA aor you hotel men now to make te 
pay, because I am better qualified 
adve: than most 


to write hi any one I 
know. I have run a hotel and I know the inside 
points. Send for booklet end let me talk with 
you on the point. F. G. MACOMBER, Troy, N. Y. 


NOTHER HIT. The Lotus Press has 
d vertising card that will be shown around, 
talked -—s and kept until worn out. 4 _— 


s. .C 
ae to be used free! Suitable for an: - 
> Send for hw ho nd *O.” THE LOTUS PRess, 

ting that Makes a Hit, 14 W. 
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MM MMMM MMMMMMMMMM 
essentials of effective advertis- 


MMMM 
Atteact Pleas Con —— It 
: . Onv! 
ne contain mbination, consult 
oA0 USSELMAN. Heed 


MMM MMM MMMM MM Buuiding Phila pa, 


, ON’T waste powder and an wt where soe » 
nogame. We now where the rel the woods 
we know of those oO Lm —_ 
yates je and Bay 
experienced guide means — to] fanters and 
full purses. Poor advertising in good territory 
means inadequate returns. advertising in 
poor territory is money wasted. Ri; «* methods; 
right mediums ; in eel matter. TH. HITMAN 
CO., 37 Nassau 
‘HE profitable plaeing of using of advertising co consists 
‘| first in preparing copy. Copy that 
id in a convince 





says what ou ent to ten ing war, 
Second in setting the matter in such type as w: 
catch the eye and embellishi: “the same witha 


icture if ne can be det ag n that will tell 


ts story glance. T hird, in the selec- 
tion of sapere & that reach the number of 
the right sort of people and sell adve g space 
at a reasonable rate—not low priced pa: but 


those that are at the same time high Priced and 
cheap on account of the service they can 
render. To secure these points tor the advertiser 
who employs us is our ee and profession. 
Address THE GEO. P. L ADVERTISING 
CO., No. 10 Spruce St., New ¥ York. 


OHNSTON attends to the whole business— 
e writing, designing and printing. I believeI 
can get up an advertisement or boo! let or cireu- 
far as well goods as any person 
, any 
other man in the land for turning out the fin- 
ished en It is all done under my person 
supe on. I am always on deck myself. No 
matter what you may want, write me about it. 
Send oe name on a 8 postal for a copy Cs 
m args oo stal. WM. J we 
Printers’ Ink Press, 10 Spruce St., N. ¥. City. 
W D WDWD WD WD WD WD WP WD WDWD 
D WD WD WD WD WD WD WD WD WD A! | 


IF YOU WANT TO MAKE YOUR 
ADVERTISING PAY BETTER 
I want to help you. And I will do it D 
D —1 . price thak you will be willing to 


Pay method of working is to con- 
sider the business of each concern 
D that comes to me pref and by 

pe a prepare its adve ex- 

I Ay its advertising matter in the 
prec’ shape that I believe will be WD 
= profitable to that particular con- 


bas <7 other advertisement writer aims 
sree matter more carefu 
than I do; and | don’t believe any 
other er writer succeeds oftener in mak- 


WD i 
— that my work is successful 
because = clients tell me that it pro- 
duces wD 
WD “Youwrite better advertising for 
other Soomte than you do for your- 
self,” writes one of the most success- 
fal advertisers in the world. 

But I find that vertising for 
my clients is g: yyy for’ me. 
eye me eee ee Se. ; a D 

e cs os ep of 
ful advertisers shows f4 — at carefully 
—< advertising is best because 


t 

ke is best for small advertisers as 
wellas large ones ; and it is not neces- WD 
—— msive. 

Advertisers in a small way enn of 
ford to hire my services, and thei 
work will have my personal, consct- 
entioug care and ition. 

. plan, write, illustrate and print 
form of one matter as 


world, and at as i a 
be done by (= one who wil ‘ao it it 
e a price on any 
oe eames’ now what it is. 
WOLSTAN DIXEY, wD 
150 Nassau St., New York. 


D WD WD WD WD WD WD WD WD WD WD 
WD WD WD WD WD WD WD WD WD WD WD 


wor 
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7OR R.. Cotter, in advance, I will answer one 
letter for four weeks in regard to 
any ana sing pasties you may y nscest will 
criticise matter submitted, ve generally 
the benefit of what | know about Te 
Four letters orone {—" Good 0. 
time. C.J. _eaerrendoge 


: 


writer is such that 
if any one can make it a success it cer- 
tainly will be one in his is hands. Chica- 
go Chronicle, Nov, 31, 

I do not Ss 4 ainybody » “ee excels 
Mr. Jones in ou _ot tting 
striking and ariel a Fy a 


news 
York, June 5, - fo 


re 


MR, JONES’ ABIL 
ertisement 


a 
ik sesseeeaaees 


PR wep a a Fpl coon, 
pe oy - ies of m ness 
pla: d ad in egara to 


is nning an 

the introduction i new Led into the 
market. This isa most valuable service 
which I perform for yy 
whe desire to establish a new business 


ber of 4 questions that will 
tailed information ahout 
upon which I can base my jud, 
to the hat wey to trosases into the 


new field. 
I ly require two weeks after re- 


ve 
ge ‘eich cir sy orly’ help the 
manufacturer in his ness, but make 
him a lifelong customer if he desires 
other work done. 
I first investigate the nature of the 
merchandise, its usefulness and name 
hee enon to Soi ncoees, 

a 10 success. 
5 ae estigated ( 


aaaaneeasueeeeeaeeeeaeies 
ie deeellste eebslititee 


g 
~ 


typewritten report. 
rt is sometimes - 


po ate inle 


Rages and 707. 50 pages 
ing 


> wi 
selli mts to place it through, and 
the time of year w en It is best to 
This isa thorough service, which should 
be very valuable. 


that I want to BOE FERORY 
wan a our ness, 
but facts tha 1 eave lend rood bs by sotgal 00 
experience oF a poy oo 
such large cu Marshall ¥ Field 
pate A. M. Rothschi id & Co. of Chica- OO 


oi Slegel-Goo genes Co. and R. H. Macy & 


s have not nly beer been Stouttfied < —- 


00 
ose 0Oo 
the way from a few thousand dollars a paid 
year up to millions. 
£000000000 000000 00000000000000 
0000000000000 0000000 0000000000 


CHAS. F. JONES, 
Il 


fag eo gern at gp 


88883 
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Write for my free 


8 
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ADVERTISING MEDIA. 
wor WORK, Athens, Ga., 4 lines $1. 
wousrs WORK, 50,000 proven, 25 cts. a line. 
W OMAN’S woas, Atnene, Ga., 25 cts. a line 

for 50,000 proven. 
A= HOMES, |. aa omenemaae lyr. $1, 





HA BowaRe DEALERS’ MAGAZINE. 
free. 271 Broadway, New York. 

A O. U. W. RECORD, Denver, Oat. over 10,000 
« proved circulation. Write for ‘terms. 

, te E FLUSHING JOURNAL is the leading daily 
and weekly of the the Borough of Queens. 

40) ¥& WORDS, 5 times, 2 cel 2% cents. ENTERPRISR, 
rockton, Mass. Circulation exceeds 6, 

DVERTISERS’ gore, Be New Market, N. J. ‘r. 
line. Cire’n 3,500. Close 24th. Sample free. 


Narcan LF Sin, Oo roe 


EPUBLIC-JOURNAL, Littleton, N. H. 2,800 
F a Linotype composition. Send 
or ral fe 


Y per son advertising in PRINTERS’ INK 
d the amount of $10 is “entitled to receive 
the paper foroneyear. 
|" SUNDAY SCHOOL TIMES, Phila., wr 
issue 154,938 copies weekly in 1897, 
accepted. Write 


advertisements the ie P. A.,” 
Philadelphia, 


T° REACH Oregon, Washington and _ 
ag ;the WEBFOOT PLANT! 

Poi . Ore. 5,000 copies monthly guaranteed, 

Write for rates. 


‘P BETIMES-UNION 0 ,of f Albany N. Y., isaclean, 
bright, inde pendent and pore 


r, goi ong ‘the vary 
on eouhion makes it an ex valu- 
able advertising medium. JOHN H. F. iLL, 


editor and proprietor. 


Cate gulps, the main organ of the 
Christian Church in the South, a wey 
religio us paper ciroulating in re “five States. 
Send for advertising rates to H. C. —y' 40 W. 


Fort St., Detroit, Mich., and for catal of our 
ublications to GUIDEP ING & FX ° 60.317 
Walnut 8t., Louisville, Ky. Credit jirst rst-class. 


U ya NDECIDED where to advertise your summer 
houset Don’t overlook the Brockton Daily 


nterprise. A r it pays to use ; 10-line 
ro ~ 10 cts, a day Bltne ade cts. a ¢ircula- 
tion 4 tit mages “This paper 


long been one worth udying—a model.” 
Address “ ENTERPRISE,” Br Brockton Mass. 


O*E OF 728 VERY peers MEDIUMS pg 
of hotels and summer reso. 


the Army — § Navy Jow curnel. 

Offi f the army and navy and their fami- 
lies are much on the = 4.d and — sh: a rule, 
yearly visitors . summ: Send for 

rates to W. C. & F. Pol CHURCH, 93-101 


Nassau 8t., New York. 


37 
‘| ‘HE Rochester, N. H., COURIER, , hasthe 
| a cireulation of any ~y) ae § 
facturing ving a m O! 396. 
good country paper at & Great trade center. 


A BOUT coven ciate of the Sy py done 
fails to be effective because it is in 
papers and at rates lve no more one- 
fenth of the value that ‘ht be had by placing 
same adv: in other eapers, If you 
hae’ the right ad ae it and pat 0 ip tee 
it papers, ‘our ive. ising will 5 “orTre- 
spondznce solicited. Address THE GEO. P. 
WELL ADVERTISING OO. COo., 10 ae 8t., N.Y. 


300,000 Pye se 


circulation 
of the _—4 Tappan’ a 


t, as 
fied amount of ad tak 
two boo vertise our P. P. P. and have 
made our P. P. P.a big seller in Geo Flor- 
ida, Al and ith Carolina. L MAN 


Sou! 
BROS8., Lippman’s Block, Savannah, Ga. 


bitcation in the 
the 


work 
prettiest vocal and 

Italso contains eight actress- 
p ant he paid, send ous Sus id get 

or —_ 
seventy-two pages and sixteen po: 

The New York MusIcAL cud is is the best adver- 
tising medium for the money. It 
teed dvimonthiy circulation of ‘~~ 

Address Southern Branch 
Echo Oo, ahem a 

AD VRRTISING NOVELTIES. 

le who wants cuts. 

GRAVING CO., 79-81 





W Wn gHICAGO Por PHOTO. 


Or ~ are the most attrac ive premium 
and advertising novelty to be ae We have 
fiom, ant SY ice so low you can afford to 
burn them. YALE CAMERA ., Chicago. 
[= the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 
PROSE: PERITY SEEDLINGS; novelties that ad- 
vertise your business permanently ; novel- 


bs Lae le will keep—make your business 
ENT MFG. CO., 1 CO., 182 Wabash, Chicago 


re IDEA! Very novel novel and original. Will 
make $200 or more per a= for one wide- 
awake person in each a 
ferred. Full culars for ‘Se cents 


: printer pre- 
No fake. 

Refer to our P. M. Address FRED TILLING- 

HAST, Arcade, Scranton, Pa. 





> 
BOOKS. 
DVERTISING HELPS—“ Helps Over 
Ln ye a new book sess published, con 
i ateractive dy th line ete. in- 
;an 
valuable r adwrite a" 


book rs_and ver 
ai volume, "address E. Ey. SALT, Advertis- 
Manager, F. & R. Lazarus & ©o., Columbus, O. 


h 
n- 
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My Prices. 


that my prices are high. The prices are simply réghé. 
too high nor too low. I make the price fit the work. 
ter what you need in advertising, I can give you ‘‘the service . 
you ought to have at the price you ought to pay.” 


CHARLES AUSTIN BATES, Vanderbilt Building, N.Y. 


Too many people have the idea 
Neither 
No mat- : 


aad aebsbbbad 
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Crewe even evawvay 


In a recent article on the com- 
parative value of newspaper and 
street car advertising and each of 
their statements of circulation, the 
PROVIDENCE, R.I., NEWS 
says : 


“This lack of confidence in newspaper state- 
ments has undoubtedly contributed to the growth 
of street car advertising, as it has to other lines, as 
to which, facts and figures demonstrating their 
value as advertising media are available without 
the necessity of resorting to a mathematical cal- 
culation of unknown quantities,a guess or mind 
reading. The street car service especially is able 
to afford advertisers information that is reliable, 
about which there can be no deception, even if 
there is a desire in any quarter of the business to 
deceive. It can never supplant reliable newspaper 
advertising, because it can not offer an eee 
advantageous service. 

“ But it is easy to believe that, recognizing its 
limitations, advertisers are often moved to deal 
with it more largely because of a refreshing sense 


GEO. KISSAM & CO.,, 
RRR AA AAR RAA 
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Wvew ey ere eran eden 


of relief from the sort of experiences they are often 
compelled to go through in making and discovering 
the value of some newspaper contracts.” 


Now we do not claim that 
Street Cars are the “ONLY 
MEDIUM.” ‘There are others,” 
and all publicity has value, espe- 
cially where circulation can be 


| a 
proven—in the Street Cars it can be 
figured with absolute certainty and 
is never overstated. But there are 

i= 






good cars and poor cars—the same 
with newspapers. Place your ad- 
vertising with the right parties and 
get results with satisfactory treat- 
ment. We are the largest in Street 
Car Advertising at present. 


253 BROADWAY, N.Y. 
moa saataasatao'atnn'n 
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THREE LIGHTNING LIMITED JOURNEYS jAR 
Covering 203 Towns 


The metes and bounds of the advertiser’s country were given |pfinit 
produced enough millions of bushels of grain to wipe out its indebtefless 2 
rospects for 1898 indicate an even greater production of dollar-mfi 
orthern Texas can justly claim to be the richest in productive pow 
that this favored country is also 


KANSAS 


territory. It is the leading morning paper in it, with a sworn net paidjircul 
day by three early morning fast mail trains as follows: 


JOURNEY No. 1. Train on main line of Sante Fe Railroad fe 








towns, arriving at Newton, Kan., 200 miles away, at'7.10 A.M. West {ap Ne’ 
Western Kansas. Connections—With Union Pacific train leaving Toga at 


Ay 





point at 6.00 A.M., covering seven towns to Horton by 7.55 a.m. 
Olathe, Kan., by 9.18 a.M. At Emporia connects with M. K. & T. ih 
Santa Fe train south through Wichita to Guthrie by 11.00 A.M., cove 
covering fourteen towns. At Wellington, Kan., over Panhandle divig 
thus covering three-fourths of the State of Kansas, Oklahoma and Sou 
territory the same day the paper is published. 


JOURNEY No. 2. Leaving Kansas City on Missouri Pacific t 
at 12.55 P.M. Connections—At Atchison, Kan., connects with train |§St. | 
10.05 A.M., covering delivery north through Missouri to Chariton, la., nine 

C. B. & Q. train leaving St. Joe 10.07 a.M., reaching Creston, } 
















south at 3.47 A.M. to Joplin, Mo., covering eighteen towns throug 

Nevada, Mo., Nevada & Conway Springs branch; southwest to Sedan 
leaves at 5.42 and reaches Eureka, Kan., by 11.00 A.M., covering eight 
at 3.10 P.M., covering four towns. 


The vast importance to the advertiser of quick distribution of ws. 
Associated Press report THe Kansas Ciry Times receives through its skcial 
news service is not equaled by any other Western newspaper, and byl 
made by these trains, the TIMES. ts distributed in 203 towns the sam 
people—the big middle class—always the largest purchasers of adve 
stantly increasing circulation gives best evidence of this. If you wanhgs 









Write for rates to 
THE KANSAS CITY TIMES, Kansas City, Mo. 
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YS HROUGH THE ADVERTISER’S COUNTRY, 
Day of Publication. 


given#finite location on the map in 1897, for in that year the Southwest 
ndebtefess and still retain a handsome balance of cash to its credit. The 
ing cereals. Missouri, Kansas, Southern Nebraska, Oklahoma and 
-facts and figures both unite to proveit. Just as evident is the fact 


TY TIMES 


t paidiirculation exceeding 25,000 copies daily, which are distributed each 


i 















est from Kansas City, leaves at 2.30 A.M., covering ten cities and 
» Newton at 7.15 A.M., covering nine towns to Dodge City in extreme 
g Togga at 6.37 A.M., covering four towns; with Rock Island leaving same 
MEmporia over Kansas City & Emporia branch, covers five towns to 
. fin covering ejght towns to Parsons, Kan., by noon. At Newton, 
abe sixteen towns. From Guthrie on south to Fort Worth, Texas, 
to Woodward, Okla., at 3.15 P.M., covering twenty-three towns; 
d Sougrn Nebraska by noon of the same day of publication, and the entire 


maha, Neb., covering sixteen towns en route and reaching Omaha 
rain |§St. Joseph, reaching latter point at 8.00 a.m. Leaves St. Joseph at 
la., nineteen towns on the Chariton, St. Joe branch of railroad. ' 

# at 2.00 P.M., covering fourteen towns. 


ih at 2.20 A.M., covering three towns to Pleasant Hill, Mo., thence 
re famous Missouri coal, lead and zinc country. Connections—At 
é an., covering fifteen towns by noon each day. At Rich Hill, train 
eight wns. At Joplin, Mo., leaving at 9.45 A.M., to Siloam Springs, Ark., 


n of ws can not be too greatly emphasized. In addition t. the regular 
| its secial correspondents a great amount of exclusive news matter. _ Its 
d byffeans of the three fast morning trains and the railroad connections 
wy it is published. Its clientele comprises a most desirable class of 
goods. The Times is the popular paper in this section. A con- 
sults you must include THe Kansas Ciry Times, Mr. Advertiser. 


THE S. C. BECKWITH SPECIAL AGENCY, 
Tribune Building, New York. Rookery Building, Chicago. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


L every Wednesday. Ten centsa copy 
Su apy mn price, fv five dollars a year, in advance. 
fort tei ee ol ae ipt 

r ten do! vance, a rece! 
be given, covering S paid subscription from 
date to ed Ist, A. S_ + antic [Se century. 
Being m 7 WAYS pos- 
sible to ios new 34, of five htindred cop- 
ies for $30, or alarger number at the same rate. 
to subscribe for PRivt- 

tro 


° 





Publishers di 
ERs’ INK for the benefit of —. may, on 
ry any 5 h has: t oui f itis 
rson who not ‘or re 
ohne ke nine be eerie 
Sy r 
oe Se of the _s time © paid “ 


Classified advertisements 2 2 ce b cents a line: six 
words to the lin 


a line; 15 lt lines to othe inch’ g1 $100 Ok ree. Special g 


positi fi tadditi nal, <epeet- 
ed; phn ve per cons f + for cash with onder, 
Oscar Herzserc, Managing Editor. 
Pster Doucan, Manager of Advertising and 
Subscription Department. 


New York Orrices: No. 10 Spruce Street. 
Lonpon AGENT, ‘ 5 an 50-52 Ludgate 
ill, E, C, 








NEW YORK, MARCH 23, 1808. 








THE Chicago Daily Record now 
rints over two hundred and twenty- 
five thousand copies on Saturdays. 


IN buying advertising space, as in 
buying any other article, tne question 
to be considered is: ‘‘ Is it worth to 
me what it will cost ?”’ 

MEDIUMS for : advertising should be 
chosen with an eye to what they are 
to-day. What they were a decade ago 
is no indication of their present power 
to bring business. 











ADVERTISING doesn’t need to be 
original, It needs to be truthful and 
to the point. Asa French writer says : 
‘*To select well among old things is 
equal to inventing new ones."’ 


THE Boston 7vaveler’s orders from 
the Hotel and Railroad News Co. are 
at the present time six times the Zven- 
ing Herald’s, three times the Evening 
Globe's and twice the Evening Record’s. 


THE New York 7¢e/egraph of March 
13 steals bodily large portions of the 
article in PRINTERS’ INK of March 9 
entitled, ‘‘ Fake and Semi Fake Ads.” 
Of course the Little Schoolmaster is 
pleased to know that his matter proved 
so attractive that the temptation to ap- 

propriate it proved irresistible, but his 

leasure is somewhat tempered by the 
Fact that absolutely no credit whatever 
was given. 





COMMENTING upon the report that 
Mr. Kohlsaat has lost an everlasting 
lot of money since he purchased the 
Chicago Zimes-Herald, a gentleman 
who is familiar with Chicago matters 
says that the 7imes-Herald really has 
not any excuse for existing, and then 
he added incidentaliy that Mr. Ansley, 
the manager of the Zimes-Herald, is 
such a busy man that he really doesn’t 
have time to attend to what business 
the 7imes-Herald does have. 





THE New York special agents are a 
ood deal wrought up over the absolute 
impossibility of competing with the 
schedule of rates charged by the Chicago 
Record, as shown in certain advertise- 
ments and editorials that have recently 
appeared in PRINTERS’ INK. Doubt- 
less it is useless for the ordinary pub- 
lisher to attempt to compete with the 
Record’s rates, and it is probable that 
the wise publisher will not at present 
make any attempt in that direction. It 
is likewise, however, not only probable 
but absolutely certain that the subject 
now brought so prominently into con- 
sideration will lead to a general 
revision of publishers’ rate cards, and 
that within a very short time. 


IN its issue of December 8, 1897, 
PRINTERS’ INK announced that it 
would like to secure ‘‘some genuine 
testimonials,” With that frank 
straightforwardness that has ever dis- 
tinguished the Little Schoolmaster, 
the wish was plainly expressed, and a 
solid silver Loving Cup was promised 
to the writer of the testimonial ad- 
judged to be the best, and a dozen 
souvenir silver spoons for the writers 
of the twelve next best. Upto date 
many testimonials have been received, 
all breathing a spirit of appreciation 
that makes the Little Schoolmaster’s 
face flush with pride. The final 
award of cup and spoons will be 
announced in the Jubilee number of 
PRINTERS’ INK, issue of July 6th. 
Then the Little Schoolmaster will be 
ten years old. There still remains 
time in which to write down confession 
of admiration for our modest merit. 
Tell what you admire in PRINTERS’ 
INK, and how it has helped you. If 
you do not secure the cup or evena 
spoon you will at least have a chance 
to show that good-natured appreciation 
of modesty and merit that goes so far 
to endear one to one’s friends, and to 
make life worth living. 
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It is said that ‘‘ prosperity makes 
few friends.’”? But it does help to 
make further prosperity. The public 
is twice as likely to patronize the 
thing or store that’s successful as it is 
to give its custom where that custom is 
sorely needed. 





How can the advertiser reach the illiterate 
part of the population, those who can not 
read? In 1880 seventeen per cent of the total 
population of the United States could neither 
read nor write. In 1890 this proportion was 
only twelve percent. So the problem of how 
to reach these illiterates is not a very serious 
one, because the percentage is so small, and 
again, because such ignorant people make 
poor customers.— A dvertising Experience. 


It is no ‘‘ problem” at all to the in- 
telligent advertiser. He simply ignores 
the people who can not read or write, 
because he knows that if any way could 
be devised for reaching them the ex- 
pense would be out of all proportion to 
the actual results. 





A PAPER with 1,700 daily circula- 
tion offers to insert the page adver- 
tisements of the Ripans Chemical Co. 
at the same rate charged by the Chi- 
cago Record ; that is, at a dollar a page 
for each thousand copies printed. The 
publisher, therefore, expects to receive 
for his services the sum of $1.70; but 
here renewed difficulty arises. The 
Chicago Record will set the matter in 
type and print it in its 215,000 edi- 
tion for $215, but the smaller paper, 
with its 1,700 copies, can not affoid 
to do so much composition for $1.70, 
It is customary to get over this diffi- 
culty by obtaining from the Record a 
matrix, which costs no more than 25 
cents and can be sent by mail for 15 
cents more ; but when this is suggested 
the publisher of the small paper says: 
‘* But I have no casting box, and you 
must send me an electrotype of the 
whole thing.” It is found that a page 
electrotype will cost in the vicinity of 
$2.50, and to send so large an electro- 
type by express it will be necessary to 
box it in order to properly protect it : 
and the express charge will be in the 
neighborhood of 50 cents. It would, 
therefore, appear that while the pub- 
lisher is willing to accept $1.70 for his 
service, nearly twice that amount must 
be wasted in furnishing him with the 
tools necessary to enable him to per- 
form the work. All this goes to show 
that the little papers can not compete 
with the big papers. There is no use 
talking about it, they can not do it. 
They ought not to try. 


AT the fortieth annual meeting of 
the Canadian Press Association, held at 
Ottawa, March 11th, Mr. F. James 
Gibson, advertising manager of A. A. 
Vantine & Co., New York City, de- 
livered an interesting speech on adver- 
tising. At its conclusion he was asked 
numerous questions; and in reply to 
one he said he had acquired most of his 
knowledge of advertising from a care- 
ful perusal of PRINTERS’ INK. The 
Little Schoolmaster feels complimented 
and is proud. 

Mr. Gro. W. Ocus of the Chatta- 
nooga 7imes is president of the recent 
combination of Southern morning 
papers organized March &th. Mr. 
Ochs is brother of that other Mr. Ochs 
who has made such notable improve- 
ments in the New York Zimes. The 
brothers are born journalists, and judg- 
ing from recent developments it looks 
as though they might eventually divide 
the American journalistic field between 
them, crowding to the wall myriads of 
newspaper men of less ability. 

BSNS MEETS, 


OUR POST-OFFICE. 


Office of 
Tue Rartway EquipMent AND Pustiica- 
TIon Co, 
24 Park Place, New York. 
. New York, March 7, 1898. 
Editor of Printers’ Ink: 

I have an indistinct recollection of a con- 
troversy which you had with the Post-Office 
Department some years ago, with regard to 
circular matter on which there were rubber 
stamp impressions, and had amet the final 
decision of the Department in Washington 
was that where a circular contained two 
rubber stamp impressions it was eligible to 
third-class rates. As the postmaster of New 
York City has informed me to-day that we 
could not mail the inclosed circular at third- 
class rate, it would seem that my recollection 
of this decision might be at fault. 

If not troubling you too much, will you 
kindly advise whether there has nm a re- 
woeaal of the decision which you obtained? 
Yours truly, G. P. Conarp, President. 

The following paragraph, taken 
from PRINTERS’ INK of July 24, 1°95, 
answers the foregoing questions : 

An unsealed circular, printed in type, is 
third-class matter, mailable at one cent for 
two ounces. An addition to this circular, if 
printed with a hand stamp, makes it first- 
class matter. If the addition is printed on a 
press, the circular will still be third-class 
matter, If the entire circular is printed with 
a hand stamp, it is third-class matter. If it 
is made up of several imprints of different 
hand stamps, it will still be third-class 
matter. It would bea step in advance and 
in the direction of common sense to charge 
letter postage on sea/ed matter and circular 
postage on such as is sent unsealed. It is 
cruel to tire out the intellect of postal officials 
in deciding whether an autograph was printed 
on a hand press or merely with a hand stamp, 
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DISCREDITING THE SPECIAL. 





Cincinnati, O. 
Cincinnatl, O., March 8, 1898. 
The Geo. P. Rowell Advertising Co.: 
GENTLEMEN—I have seen your offer for 
page advertising based upon the circulation 
of and price charged for a page advertise- 
ment in the Chicago Record. oy 
I begxo make you a counter proposition, 
for a page advertisement in the Cincinnati 
Times-Star, based upon the charge you make 
for advertising in iy Printers’ Ink and 
its circulation (and the circulation of the 
Cincinnati Daily Times-Star). A page in 
the Zimes-Star is equal in space to 13% 
pages of Printers’ Ink, and at $100 per 
e, the price you charge for Printers’ 
NK, amounts to $1,350. The circulation of 
the 7imes-Star is over six times that of 
Printers’ [nx (as both are reported in the 
American Newspaper Directory), and conse- 
quently, at the same rate per thousand circu- 
lation as you charge for Printers’ Ink, the 
age in the 7imes-Star would cost six times 
1,350, OF $8,100. a aa 
Now my proposition is, if you will give us 
an order to insert the advertisement of Rip- 
ans Tabules, space of one page, for $8,100, 
the price it would cost at the rate charged 
for advertising in Printers’ Ink, we will 
make you a rebate of $7,817.02. 4 
We make this proposition in good faith, 
and have instructed our Eastern representa- 
tives, L. H. Crall Co., to accept your order 
on the terms stated herein. ours very 
truly, C. H. Remso.tp, 
Mgr. The Cin. Times-Star Cu. 
By the above it appears that the 
Cincinnati Zimes-Star, although un- 
able to compete in cheapness with the 
rates demanded by the daily Chicago 
Record, can easily get within the sched- 
ule adopted for the class weekly 
known as PRINTERS’ INK. It is an 
interesting circumstance, that of the 
entire list of papers for which Mr. 
Leander H. Crall acts as special agent, 
the 7imes-Star is the only one that as- 
sumes to give advertisers as much cir- 
culation for a dollar as the Little 
Schoolmaster offers. Evidently PRINT- 
ERS’ INK and the Chicago Record owe 
it to themselves to give their rate cards 
a careful revision. The 7Zimes-Star, 
however, should not jump hastily at 
conclusions. For example, it is wrong 
in assuming that PRINTERS’ INK be- 
longs to the George P. Rowell Adver- 
tising Company. That corporation is 
a pupil, an agent and a patron, but by 
no means owns the Little School- 
master, either wholly or partially. It 
is with regret that PRINTERS’ INK ob- 
serves that old Mr. Crall is losing his 
control of the papers he has so long 
represented. It is something new for 
the 7imes-Star to give Mr. Crall any 
instructions as to the rate at which he 
may accept Eastern business. 


Business Dept. “ THE Lone nat 


PRINTERS’ INK. 





PERHAPS 300,000 TONS, 


Office of 7 

ComMITTEE ON PENSIONS 

House of Representatives, U.S. 

Firty-FirTH CONGRESS. 
Henry C.Loudenslager,Chairman; David 
. Colson, James R. Howe, Jesse B. 
Strode, Jacob H. Bromwell, George 
w. eymouth, Carlos D. Shelden, } 
Frederick C. Stevens, Jesse F. Stall- 
ings, Thetus W. Sims, R. C. DeGraf- 
fenreid, Thomas Y. Fitzpatrick, Free- 
man Knowles, W. Wistar = 





Clerk; D. S. Porter, Principal Exam- 
iner, Detailed from Pension jureau. 
Wasuincron, D. C., March 5, 1898. 
Editor of Printers’ Inx: 

Will you oe ey send me the number of daily 
papers published in the United States, their 
circulation per annum, and estimated number 
of pounds consumed in the publication of the 
same. I would like also to have the number 
of weeklies and semi-weeklies of the country 
press of America, their total circulation for 
1897, and estimated number of pounds of 

aper consumed. This datal am very anx- 
ious to have, and trust that I am not impos- 
ing too heavy a tax upon you in asking for the 
same, as I want reliable statistics, and know 
that you can*furnish thesametome. Thank- 
ing you in advance, with the hope that I will 
receive the same at your earliest convenience, 
I am, very truly are 

. C. DEGRAFFENREID, 
> M. C. From Texas. 

Of the 20,453 publications in the 
United States 2,109 are dailies; of 
these 925 have a circulation per issue 
in excess of 1,000 copies, their aggre- 
gate daily circulation being 8,607,104 
copies. This leaves 1,184 dailies, each 
having a circulation less than 1,000 per 
issue, still unaccounted for. If the 
average circulation of these be assumed 
to be 600 copies daily, their aggregate 
circulation will be 710,400; adding this 
to 8,607,104 we have 9,317,504 as the 
aggregate circulation of all the dailies 
for a single day. Multiplying this by 
365, the number of days in a year, we 
obtain 3,400, 888,960 as the total yearly 
circulation of all dailies. If it be as- 
sumed that it takes a single sheet of 
paper to print each of these copies, we 
have the same number of sheets. 
Dividing this amount by 500 we secure 
the number of reams, which is 6,8o01,- 
778; and assuming that the average 
weight of the paper used is eighty 
pounds to the ream, we learn that the 
consumption of paper for the dailies 
alone amounts to 544,142,240 pounds 
per annum. Of weeklies there are in 
the United States 14,699. Of these 
3,281 have a circulation exceeding 
1,000 copies per issue each, this circu- 
lation aggregating 15,080,196 copies 
og issue, or 764,170,192 per annum. 

he remaining 11,418 have an average 
circulation of 600 each or 6,850,800 
copies per issue, or 356,241,600 copies 
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per year. Adding the entire yearly 
circulation together we obtain 1,140,- 
411,792; and again assuming that such 
a number of sheets are used we divide 
the number by 500, because there are 
500 sheets (as printers count) in a 
ream, and secure 2,280,824; multi- 
plied by eighty, because it is assumed 
each ream weighs eighty pounds, we 
get 182,465,920 as the number of 
pounds of paper used annually by the 
weekly. Of semi-weeklies there are 
in the United States 388, the circula- 
tion of the 143 largest aggregating 
3,476 copies per issue, or 361,504 per 
annum. The remaining 245, under 
the 600 per issue assumption, have a 
circulation of 147,000 copies per issue, 
or 15,288,000 per annum; and these 
two divisions combined amount to 
15,649,504 copies, 31,300 reams on 
the basis of one sheet for each copy, 
or 2,504,coo pounds on the eighty 
pound per ream assumption. The 
publications now enumerated number 
17,196, and the aggregate number of 
pounds of paper consumed by them 
foots up to 729,112,160. Three thou- 
sand two hundred and fifty-seven pub- 
lications still remain, being monthlies, 
semi-monthlies and quarterlies. 





—— +o 
TWO MEMORABLE SUCCESSES. 


Why didn’t Mr. Rowell interview the mem- 
bers of the Newspaper Publishers’ Associa- 
tion this year on proofs of circulation ? 
The famous spider that Robert Bruce 
watched is among the most distinguished of 
historical insects, just because he got there 
after a number an lamentably unsuccessful 
attempts.— “ame or March. 

In any convention of newspaper 
publishers, where the subject of news- 
paper directories is discussed the con- 
clusion will always be arrived at that 
newspaper directories are all bad, and 
that the newspaper directory that is 
most carefully edited is the worst. 
They can not possibly reach any other 
conclusion, because at every conven- 
tion poor papers are in the majority 
and the directories are bad for the 
poor papers, although valuable for ad- 
vertisers and very valuable indeed for 
the good papers. Last year’s effort 
was a successful experiment intended 
simply to illustrate the earnestness 
with which the majority in any news- 
paper convention will struggle to dis- 
approve of any recognized method of 
making actual circulations known. 
Bruce’s spider succeeded after many 
failures, but the founder of PRINTERS’ 
INK ‘‘ got there”’ the first time. 


FAC-SIMILE TYPEWRITTEN 
LETTERS. 


Gien BRorTuers, 
Glenwood Nurseries. 
Rocuester, N. Y., March 3, 1898. 
Editor of Printers’ Inx: 

We dislike to bother you for this matter, 
but thinking possibly you can tell us, we take 
the liberty to address you. We want to know 
what firm it is in Chicago, we think, that 
does printing in imitation of typewritten 
work, and does it so skillfully that it is very 
difficult or impossible to tell the difference. 

¢ have seen circulars from several different 
pe firms advertising to do this work, 

ut there is one whose address we have lost 
that excels all attempts at the business, and 
if you can help us to the name we shall 
greatly obliged. We wish he would advertise 
in Printers’ Ink, which is the place for men 
LEN Bros. 


Office of 


of his stamp. Very truly, 


When the Little Schoolmaster re- 
ceived the foregoing letter it occurred 
to him that perhaps some information 
on this branch of advertising might be 
welcome to his readers. So he dis- 
patched a reporter to collect informa- 
tion, and this is what he wrote: 


I visited Hall’s Fac-simile Press at 10 
Cedar street, New York, where I found 
Mrs. Hail, the proprietor. That lady said 
she was the owner of the only valid patent 
for the process of producing in fac-simile 
either penwritten or typewritten manuscript. 
When asked about prices, she said: 

The prices vary greatly. Thecharacter of 
reproduction desired, the size of the order 
and other details make a general answer im- 
possible. Some sell as cheaply as $5 a thou- 
sand, and on some work we would require 
$50 a thousand, 

** Would you mind stating your process?” 

**So many imitations have been placed in 
the market, worthless and even harmful to 
an extent, that I would prefer not to explain 
our process. My reason is not that I am 
afraid to divulge the process, but that it 
would require practical experience to achieve 
satisfactory results, and as a consequence no 
good could follow from a technical explana- 
tion.”’ 

“How are these reproductions mainly 
used?” 

“No firm could possibly send out, say, 
100,000 letters by any process, but we can re- 
produce the letter either typewritten or au- 
tograph in that amount, ready for mailing 
and delivery in one week. And the repro- 
duction will be such that not one man ina 
hundred would be able to discover that it was 
not what it purported to be. By the way, all 
of our work bears the press copied effect.” 

** Are these productions widely used ?”’ 

* You have no idea to what extent. They 
are used by the largest firms and corpora- 
tions here, and throughout the country.” 

**T should think that orders on them would 
mostly be small ones,” 

“ By no means. It is nothing unusual for 
us to get orders for 100,000, and we have had 
one order, it was for the Ladies’ Home /our- 
nal, for 350,000. But we do receive orders for 
quantities as small as roo.” 

** Does the size of the order make any dif- 
ference in the character of the work ?”” 

“ Not the slightest. The last of an edition 
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of 100,000 is as distinct and fine as any in an 
edition of one hundred,” 

Mr. Albert B. King, 105 William street, 
New York, in answer to the query whether 
the firm of Albert B. King & Co. did much 
in this direction, said that it formed a very 
important feature of the business. 

Mr. — showed me a letter from a cus- 
tomer, to the effect that the postal authorities 
would no longer admit their letters under 
one-cent postage, because of their resem- 
biance to real typewriting. 

‘**Is the demand for these growing ?”’ 

“ Yes, all over the country.” 

‘“‘ What is your process, Mr. King?” 

“Ours is a special one, and we would not 
care to divulge it.” 

** How do your orders run?” 

** From fifty to 100,000,” 

** Are the last as good as the first ?’’ 

“* Every bit as good, and they would be if 
our orders ran into the millions.’’ 

Mr. King showed various forms in which 
these reproductions are utilized—notifica- 
tions of shipments, receipts, etc. 

A firm which seems to do excellent work 
in this line is the Eagle Supply Co., 4 Wall 
street; New Haven, cen. Their typewrit- 
ten circulars have a copied effect that is not 
excelled by any others I have seen. 


When the Little Schoolmaster re- 
read the letter of the Glen Brothers 
at the beginning of this article, pre- 
paratory to taking leave of the whole 
matter, he discovered that he had 
failed to answer the inquiry contained 
in it, viz.: the name of a Chicago con- 
cern doing this work. As all his ef- 
forts to discover such a firm had been 
unavailing, he was forced to conclude 
that if Chicago contained one, it 
had not yet become so famous as to be 
known outside the metropolitan limits 
of the Lake City itself. 

— +o) 


A WHITE ROBIN. 


Munsey’s Magazine has to-day, and has 
had for the last three years, a larger net 
American circulation than the combined cir- 
culation of Harper's, Scribner's, the ( ent- 
ury and McClure’s. In other words it goes 
into more American homes than all four of 
these magazines together. —/. A. Munsey. 


And of the five, McClure’s is the 
only one that will tell what its circula- 
tion is Munsey’s talks large. Scrid- 
ner’s, the Century and Harpers main- 
tain a dignified silence. But M/cClure’s 
shows the actual figures, and some 
people think it will eventually be the 
most valuable property of the whole lot. 





Mr. W. A. GRANT, editor of the 
American Harness and Carriage Jour- 
nal of Chicago, says that he considers 
the Harness Gazette of Rome, N. Y., 
the leading paper of its class, and that 
the claim of the National Harness 
Review of Chicago to an actual 
average circu'ation of ten thousand 
copies is ridiculous. 


PRINTERS’ INK. 


A FABLE, 


From Newspaperdom, March 3. 

A man in requirement of that with which 
to make bread approached a great merchant 
and said: “I pray thee obtain for me the 
latest quotations on flour that I may pur- 
chase understandingly and not be foole by 
those who compass the robbery of the poor.” 
The great merchant, thinking he had found 
a customer for much flour, thereupon told the 
man that for ten shekels of silver he could 
pee a carload of flour. Then the man 

ied him to an humble grocer and_handing 
him two pieces of silver said: ive mea 
small portion of flour in asack.” ‘* Nay,” 
said the grocer, “‘I can not, unless thou givest 
me seven pieces of silver.”” ‘“* Robber!” ex- 
claimed the man, “‘ I am ontothy game. Did 
not the great merchant on the corner just tell 
me I could purchase acarload of flour for ten 
shekels of silver, and should not a small bag 
be sold therefore for two pieces of silver? 
But the grocer, refusing to hearken to the 


‘man, called a policeman and had the sup- 


posed lunatic removed to the madhouse. 

_ Moral: Because a paper of 200,000 circula- 
tion inserts advertising at a certain rate, the 
small paper of 1,000 circulation should not 
be expected to insert the same advertising at 
one-two-hundreth of that rate. 

Mr. Rowell, in attempting to fix a rate for 
small asa at the pro rata rate per thou- 
sand charged by the papers of great circula- 
tion, exhibits the same degree of sense as the 
man who sought to buy a small quantity of 
flour at the pro rata price of a carload. 

MORAL, 
By the Editor of PRINTERS’ INK, 

If you have use for flour or adver- 
tising in large quantities, buy of those 
who sell by the carload or the cargo. 
If you buy by the spoonful or in half 
pounds you will pay too much, besides 
wasting much time in negotiating 
many purchases and much labor in 
getting small lots together. 

pis Sain PRETO 

THE copyright law ought to be 
amended so that if an advertiser de- 
sires to copyright a picture or an ad- 
vertisement he may do so. Most ad- 
vertisers rightly believe that it does 
them little if any harm when another 
advertiser steals their ideas, particu- 
larly when the adapter is in a totally 
different line. But that is no reason 
why it should be impossible to secure 
protection in cases where it is desired. 


THE New York Sunday World in- 
serts displayed advertising at about the 
same rate that is charged for the same 
thing in the Boston Sunday Globe, al- 
though the Wor/a’s circulation is more 
than double that of the Gide. The 
New York Sunday Journal inserts dis- 
played advertising for one-third less 
price than is demanded by the Boston 
Sunday Globe, although its circulation 
is nearly three times that of the Gilode, 
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eS | one Nd 
Mail “Express |, 


printed in the months of January and 
February this year 445,438 agate 


lines of paid advertising, being an Nd 





increase of 104,006 agate lines over 
the same two months of ’97, or a gain 





of more than 30 per cent. 


The next paper on the list printed 44,212 agate 


lines less than THE Mat AND EXPRESS, more 








Advertising in THe Matt AND EXPREss pro- 
duces results. No driftwood; every reader is a 
purchaser. 


than oné hundred and fifty-two newspaper columns. 





Rateson application at the publication offices, 
No, 203 Broadway and Nos, 164, 166, 168 
Fulton St., New York, or through any 
reputable advertising agency. 
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PRINTERS’ INK. 








READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulare,and any other suggestions for bettering this department. 








A Massachusetts restaurant keeper 
asks me to 

Please print a few ideas for advertising a 
dining-room in a theater programme in space 
marked in inclosed programme. Do you 
think a smaller space would be better ? 

I have suggested an ad for this pur- 
pose but it seems to me that there is a 
more pointed individuality about a res- 
taurant than about almost any other 
business, and an advertisement which 
would be good for one would not be 
suitable for another. 

Theater Restaurant. 


Finish the Evening 
with an ice at Barr’s. It is a quiet, 
cosy, homelike place. The viands are 
daintily prepared and properly served. 
Ladies always feel at home here. The 
prices are moderate. 
121 CENTRE STREET. 

A restaurant keeper ought to know 
just what kind of a restaurant he 
keeps and what class of people it ap- 
peals to, and talk to them only. 

‘There are restaurants where a man 
will go when he has a flat purse and a 
large vacancy under his vest that he 
never would think of patronizing in 
more joyous times. 

There are restaurants where you can 
get exactly the breakfast you want, but 
seldom a satisfactory dinner, and vice 
versa, 

There are restaurants where ladies 
feel specially at home and others quite 
as good in their way where they are ill 
at ease, 

This Massachusetts restaurant I take 
to be specially attractive to ladies, 
though, as a matter of fact, I don’t 
know that this is so. Yet on this pre- 
sumption I have shaped the ad to at- 
tract both the lady and her escort and 
to do some good for another time be- 
side the evening when it is read. If it 
were another sort of restaurant, ‘‘ 














a 
large bottle and small bird” might be 
substituted for the ice. 

* 


* 
Don’t make a point of it in your ad- 
vertisement that your competitors are 
trying to ‘‘do” the public. Never 
mind whether you name the competitor 
or not. Don’t talk to the public in that 
tone. 
A prominent New ‘York advertiser 


has a habit of heading his announce- 
ments with some warning against the 
villainous machinations of his com- 
petitors, One of his ads begins : 

All that glitters is not gold. All that is 
written is not necessarily true. Buyers are 
cautioned to examine and compare. Reck- 
less announcements, glaringly set forth, are 
rife, etc., etc. 

Another ad by the same firm begins 
with a hit at the irrelevant style of its 
competitors’ advertising. It says: 

The writer about the dress pee depart- 
ment is wondering whether he had not better 
tell what they are doing down in Monte 
Carlo, or give an extract from one of Kip- 
ling’s novels, and evolve some fancies of a 
vivid imagination that might be remotely 
connected with the subject in hand, etc. 

This is intended to be witty, and it 
may be so, but I don’t believe it is ef- 
fective. If the verbiage it refers to is 
a waste of space, this commentary 
upon it is a worse one. 

Let your competitors go ahead and 
write all the bad advertising they want 
to. The public will find it out, and if 
you refrain from these wicked practices 
yourself, you will get all the credit you 
deserve, but there is somehow an in- 
stinctive distrust in the average mind 
against the man who is continually 
warning you to beware of some 
else ; and experience justifies the belief 
that the croaker will bear watching 


himself, 
* 


«* 

On the second page of last week’s 
PRINTERS’ INK Com/fort's ad begins: 

Niagara wastes more than ten millions of 
horse power per second, but there is no waste 
in Comfort, etc. 

This is a good example of what not 
todo. Don’t go by contraries in writ- 
ing your advertising. If you have 
anything to say, say it straight out, 
positively, and as strongly as possible. 
Don’t begin by an instance of some- 
thing altogether different and then have 
to go back and explain that that isn’t 
what you want tosay. It isn’t only a 
waste of space, but it is a waste of 
mental force both for you and the 
reader, When your ideas zig-zag 


backward and forward, he doesn’t half 
get it into his head what you ave trying 
to say, 





PRINTERS INK, 


Any Business. 


Shirts.—A Model Ad. 





You Believe Us 
When we speak to you through our adver- 
tisements. You have had pleasant ex- 
perience with us. When we make an as- 
sertion you know it is so, And that's 
why this list should interest you. It 
shows you the way to vast money-saving. 





Any Business, 








Nearer the Stem the Sweeter 
the Fruit. 

The nearer the manufacturer the less 
the cost of your purchases. We manu- 
facture jewelry of all kinds and in astyle 
and with a finish the equal of any where- 
ever manufactured. hat we do pur- 
chase we get direct from the factories 
and workshops creating them. Come in 
and test the truth of our assertions. 








By John T. / itzgerald. 
Bicycles. 





The Man-a-Wheel 
wants all the ease and comfort possible 
in a sweater combined with good quality 
and cheapness as to price, We sell an 
“ elastic’’ sweater, as comfortable as is 
made. In five colors, all sizes, knit goods, 
for $2.50. 


The Best Shirt that a 
Dollar Will Buy. 


It is BuRKE’s Star Coste Oiting 
Unlaundered White Shirt—a 

which is worn with complete satis- 
faction thousands of —— in and 


around . wi 24 
paid $2 and $3 to have their shi: 
to order. is is worth 


Still we sell it for $1—and it is the 
best White Shirt that $1 will buy 
anywhere. It can 
mail by sending 12c. extra for post- 
age. 

Aman must get inside of one of 
these shirts and learn from experi- 
ence how good it feels and fits and 


wears before he can give it its full 
meed of commendation. 


BURKE, FITZ SIMONS, HONE & CO. 








Furniture. 


Hats. 








All Furniture Looks Alike 
to some people—but not to you. Wise 
heads are wary. There’s a wide differ- 
ence between the riff-raff which is offered 
daily in the market, and the trusty Van 
Sciver furniture that graces so many 
handsome homes. It costs no more 
than the inferior, in the beginning—it 
costs far less in the end. 

Is poorly constructed furniture cheap 
at any price? We know your answer ! 





There is 
Little Difference 


between hats when they are new. 
N but service will show the qual- 
ity ofa and nothing but service and 
Sir ao thay are, Only thie content 
styles Sad all of them. 
SMITH BROS., 
102 Washington St.,Hoboken,N J. 











Fewelry. 


Clothing. 











Aladdin in the Cave 
Was never dazzled with such an arra 
of gems as we are showing in our exqui- 
site stock. Jewels set in novel forms and 
shapes; wrought by skillful designers. 
Diamonds, rubies, sapphires, emeralds, 
opals, pearls or onyx, combined with 
beautiful effects in ornaments for either 
ladies or gentlemen. 








Any Business. 





Cash and Credit. 

Our business system is extensive enough 
to embrace both methods, Our cash trade 
is an important consideration—our credit 
dealings equally so. Wecater to both 
classes of purchasers. This fact explains 
our rapid progress and our present mam- 
moth proportions. Our credit system 
was and still is intended for those who 
need such concessions. Cash goes along 
way inthis establishment. If you have 
it “on call” use it, and we'll guarantee 
satisfaction if you ya it here. If 
you honestty can’t afford to pay cash— 
ask for credit. We will make terms for 

ou. Always ineither case you get the 
‘best value for your money.” e sell 

‘oods at lower prices than so-called cash 

ouses. 





Fifteen 


Dollars 
*sAre Not So Many’”’ 
bas & Wee Say pee Ge bas wae, 
selected from the largest line 
Spring woolens, that ever came to 
THE FIT is teed. 
THE WORK aeaee  qussenteed. 


THE STYLE is a 
SATISFACTION is guaranteed. 


ror $15 


Our new Spring Patterns are all in now. 
Samples sent out of town. 
NICOLL THE TAILOR, 
39 and 41 South Ilinois St. 





Gloves. 











KID GLOVES 


of the * Flerence Gleve” wn 
oe 
will ty up in spite of the 
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THE PRESIDENT’S ADVERTISING 
OFFERS. 
By Sam E, Whitmire. 

If you’ve never been President of 
the United States you have not met 
with the funniest advertising proposi- 
tions that were ever made. 

I was in Washington the other day 
and a friend of mine, who is a friend 
of some one who has to do with at- 
tending to the President’s private 
mail, gave me some very interesting 
facts about how advertising offers are 
disposed of. Months ago President 
McKinley furnished his secretary 
with pretty stock letters to be used _ in 
replying to nearly every letter that 
might come tohim. With a view of 
saving a lot of time, stationery and 
postage for a lot of people who have 
dreamed of securing flattering recom- 
mendations from the head of this 
nation, I will give the official reply 
sent to all such communications : 

Executive MANSION, 
WasuincrTon, Feb. 12, 1898. 

Dear Sir—Replying to your letter of the 
roth instant, I a to inform you that, 
owing to the great number of requests simi- 
lar to your own, the President has felt oblig- 
ed to adopt a rule which precludes him from 
complying with them. 

am sure that you will, upon reflection, 
readily understand the conditions in this re- 
ard and will appreciate the ity of ad- 
ering strictly to the course indicated in 
order to avoid dissatisfaction and embarrass- 
ment. Very truly yours, 

OHN ADDISON PorTER, 
Secretary to the President, C. 


Here follows the name and address of the 
person the letter is written to. 

Read it again—note the easy flow of 
good-sized words in the last sentence. 
Sounds as if it had been worked over 
several times, doesn’t it? It should be 

uite familiar to a lot of people by this 
time for I have it ‘‘ straight” that from 
March, 1897, up to February 12, 1898, 
1,385 such letters have been sent out. 

The letters they were sent in reply 
to would make interesting reading if 
published. Here are a few stray cull- 
ings from them: 

man in Paducah, Ky., sent two quarts of 
‘ood old Blue Grass whisky, and wanted 
the “ President’s private opinion of it for 
advertising purposes.”” It took Chicago to 
send a box of soap with this request: “Please 
have our product tried in the White House 
er + and if it proves satisfactory we 
would like to know it. Perhaps Mrs. MeKin- 
ley will be good enough to give us a line.” 
nsas = comes forward with a tub of 
lard as abait for a letter, stating that it was 
nice; Kalamazoo, Mich., has twice been 
heard from with fresh celery, and Suffolk, 
Va., sent some little pigs’ hams, “ cured in 
the old-fashioned way,” and a note telling 
Mrs. McKinley that the man who raised them 
supplied the ham to the Queen’s table. Some 





olive oil came from St. Simon Island, Ga., 
and three big ostrich feathers from South 
Pasadena, Cal., and the pout medicines 
that have been received from all over the 
United States would fill a dozen corncribs. 
One of the letters was from a New York 
adsmith who is quite well known, He 
told the President that a New York news- 
aper was offering a $100 cash prize for the 
tad for that paper, and if he would take 
a day off and wade through this particular 
paper, making marginal notes as he went 
along, and when through if he would sum 
up the merits as he had found them, and 
send a letter, properly signed in ink, “ Wm. 
McKinley, President U.S. A.,’’ the afore- 
said adsmith could submit this document 
with a neat photo of the executive worked in 
the upper left-hand corner, and walk away 
with the one hundred dollars, hands down. 
Eight offers of big blocks of stock in 
Klondike companies have been made for the 
use of the President’s name as a director. 
I was told that so far he hasn’t rec- 
ommended anything in particular since 


he has been in office. 


PETTINGILL & CO. 

The firm of Pettingill & Company is 
really an off-shoot of a business established 
at Boston in the Scollay building, Scollay 
Square, in 1841, by V. P. Palmer. To this 
business one of Mr. Palmer’s clerks, S. R. 
Niles, succeeded, and in 1849 S. M. Pettingill, 
a senior clerk of Mr. Palmer, established in 
business for himself. Mr. Pettingill’s first 
customer failed and left him involved to the 
amount of $2,000, But the sterling and per- 
severing characteristics of the pioneer rose 
superior to discouragement, and by rapid 
strides he built up a substantial business, es- 
tablishing a branch office in New York in 1852. 
One of the earliest amt of the New York 
office was the well-known Robert Bonner, 
who hesitatingly placed his first contract, 
amounting to  Hmy a munificent sum in 
those times to devote to advertising. Later 
on with much less uncertainty and hesitation 
he put out in single contracts as high as 
$100,000, The present firm of Pettingill & Co. 
is composed of Ubert K. Pettingill, who has 

nm the senior member since the death of his 
father, Ubert L. Pettingill, in 1883, and James 
T. Wetherald, who became connected with 
the house in 1884, and who was made‘a part- 
ner in 1888. Both of these gentlemen possess 
enial personalities and large capacity for 
ae han The Boston offices of Pettingill 
& Co. were located for over forty years— 
1849 to 1891—at ro State street. Inthe latter 
year they were moved to their present loca- 
tion at 22 School street. On January 1, 1896, 
the business of the S. R. Niles Advertising 
Agency was peemenet and incorporated. 
The New York office, in charge of Captain 
Homer W. Hedge, is located in the Equitable 
Building.—New England Editor. 


t+ 
CATCH PHRASE COPYRIGHTED. 
Hereafter it will be dangerous to emplo 
the phrase ‘‘Honest Cycles at Honest Prices” 
in an advertising way. The Iver Johnson 
Arms and Cycle Works, who have used the 
phrase until it has become identified with 
their business, have built a fence around it, 
so to speak. They write that they have 
copyrighted it, not only here at home, but 
across the ocean as well, and that any tres- 
ass will be followed by action. The Iver 
Fonaeen and Fitchburg cycles have a first 
mortgage on the phrase.— Wheel. 
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ON MAIL ORDER ADVERTISING, 

There were old veterans in the mail order 
trade when I commenced advertising early in 
the eighties, but the business was compara- 
tively small at that time. Many new men 
have entered the field since then, and the 
business has grown to large proportions. 
Some changes have taken place during the 

ast fifteen oa men, methods and mediums 
| oe changed o keep ey with the varying 
pocst re ay in the world of trade. The busi- 
ness grew rapidly from 1883 to 1890, New 
papers for this line of advertising sprang up, 
and have continued to increase in number and 
in circulation, The modern “ million circu- 
a was unknown in 1383. 
ep with the small maniiilen: and then 
a. into papers with larger circulation. I 
went into the small papers because they were 
cheap, but learned by experience that the pa- 
pers with high rates (and high circulations) 
were the cheapest mediums. The rates of 
the first paper I used were three cents a line. 
1 sent a Soolinp ad to be inserted in one is- 
sue, and then lay awake nights wondering 
how many answers the ad would bring. 
Sometimes I thought I might get fifty oreven 
a hundred. That mpeg yt gn only one 
ly, but I “kept at it,” and later on when 
on vertising in Heart and Hand, the once pop- 
ular matrimonial paper, an ad that cost eighty | occ 
cents often brought as much as $8 in direct 
returns. Magazines and periodicals circu- 
lated through news agents, dailies and week- 
lies, patent insides and country papers are 
not generally used by mail order advertisers. 
They depend principally on the popular 
monthly papers of large circulation, which 
by mail direct to their readers, euch 3 as Vick- 
ery & Hill’s List, Lane’s List, Sawyer Trio, 
A. D. Porter's papers, F. M. Lupton’s papers, 
Comfort, Chicago Household Guest, etc. The 
women's journals, such as Woman's Home 
Companion, Ladies’ World, etc., are among 
the best mediums. 

Farm papers of general circulation, such as 
Farm Fournal, Farm and /ireside, etc., 
are used to quite an extent by the mail trade. 

New firmsand new papers are constantly 
entering this field, There may be plenty of 
room for them, but to a man up a tree it 
looks as though the field is nearly full. 

A.R. DSPEED. 


Aps to sell bicycles need not be too easy- 
going in tone. 


ARRANGED BY STATES. 











Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 
GEORGIA. 





~ bet | on FARMER, Athens, Ga. 

St ae 
le moni 

pnd Southwest. ' rates very low. 


_ OHIO. 

T=, Re yt bey haven" ot ihe Lg offers 
Rates, 20c. inch. Me eeritrWS. Youngstown O. 
SOUTH CAROLINA. 
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WEST VIRGINIA. 
Wi aaa ae Lane ee 
Displayed Advertisements. 
50 cents a Hine , $e, @ page; 25 per cent 


extra for specified position—i/ onted: 
Must be handed in one week in advance. 


To Exchan ke for Newspaper 


a boos ineral and Timber Land in 
‘a sec eumange for Newspaper 


Plant or or 50 Address 
a JEFFERS, Huntsville, Tenn. 














The Whitehead & Hoag Co., Newark, N. J., 
have something entirely new in 


ADVERTISING NOVELTIES. 
Samples free, also Catalogue. 


THE EVENING CALL 


LAFAYETTE, INDIANA, 
is the best daily newspa; in America for the 
<> of ek hg ie t oer handsome, 
: ee Press. 
Teh <7 more we home ad d foreign adver- 


ember 
= than an: oheeon vening paper in its eld, It 
— nes resale It is read by all classes. 


SUMMER == ADVERTISING 


cks’ Newspaper Ad Advertising Agency 
pe Newent 








HICKS’ ADVERTISERS’ GUIDE. 
THE EFFSEY FALCON PEN 





about twice as long as an 
es ~ > d steel pen. 
: $1.00 fora bor of 


dens: = sam 
sold for r size mailed on receipt 
of the price b 


JOHN H. COOK, Red Bank, New Jersey. 


‘ecrs | PHEENIX, ARIZONA, 
is the trade center of 
50,000 prosperous people. 


Arizona Republican 
published every morning 
in the » is read the 
- year by the majority 
For rates and information concerning this 
progressive newspaper, see 


H. D. LA COSTE, Eastern A 
38 Park Row, New New fork: 
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ALABAMA 
Christian 


Advocate, 


poop organ Methodist Church 
Alabama, with a membership 
of 115,000. Circulation the m4 
gest of any similar journal in 
Alabama; 20,000 persons read 
it each week ; 850 ministers are 
- for > ‘and interested in 
Through these ministers 
~. the entire membership is 
reached. It is by far the best 
medium for reaching the people 
of Alabama and West Flo rida. 
Published in Birmingham, Ala., 
the largest city in the State. 
Rate for advertising very low. 


S. P. WEST, 
BUSINESS MANAGER, 


BIRMINGHAM, ALA.,, 
2107 Third Ave, 

















The Average Daily 
Circulation of 


THE ARGUS 


for the past six months 3 
ending February 1, 
1898, was 

COMPLETE 
13,98 . . COPIES. 


$} Affidavits furnished to 
advertisers on applica- 
tion. Comparison with 
other Albany pa 7 
will show why 
Arcus leads in Atcule- 
tion, news and influ- 
ence. 


THE ARGUS CO., Albany, N.Y. 
JAMES C. FARRELL, Manager. 
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DO PEOPLE ASK WHAT IS THE 
London Times 


The Sunday School Eines 


Amongst religious people, to ask 
what is THE SUNDAY SCHOOL TIMES 
is an unnecessary question. 

Rev. Dr. John Potts, of Toronto, 
Chairman of the International Sunday 
School Lesson Committee, says: ‘* THE 
SUNDAY SCHOOL TiMEs is to the relig- 
ious world what the LONDON TIMEs is 
to the political world.” 

THE SUNDAY SCHOOL TIMEs is the 
foremost religious paper of this conti- 
nent in the quality and quantity of the 
best religious literature provided for 
subscribers. Only the best is good 
enough for the wide-awake Sunday 
school man or woman, and THE SUN- 
DAY SCHOOL TIMEs brings to its read- 
ers precisely this kind of help—the 
suggestive, usable, readable sort in 
Bible study, and hints on methods of 
practical work. 

Pastors, superintendents and teach- 
ers (not children) subscribe for it be- 
cause of its high standard of scholar- 
ship. Its helps are so arranged that 
the busy man or woman, the one who 
is driven by business, or by home du- 
ties, can quickly find and utilize what- 
ever is likely to be most helpful. For 
this reason the most intelligent teach- 
ers take it alone or in addition to the 
denominational helps, because it brings 
fresh matter every week and in a great- 
er variety to suit varied needs than the 
monthlies or quarterlies give. There 
is something for every one, so arranged 
that any one can get at it quickly. 





Put these on your list: 


PHILADELPHIA 


SUNDAY SCHOOL TIMES, 
LUTHERAN OBSERVER, 
CHRISTIAN STANDARD, 
PRESBYTERIAN JOURNAL, 
REF. CHURCH MESSENGER, 
CHRISTIAN INSTRUCTOR, 
EPISCOPAL RECORDER, 
CHRISTIAN RECORDER. 





Advertising rates and full particulars will 
be furnished for each paper. separately, or in 
combination, by the Advertising Department 
of these papers. 


The Religious Press Association, 











104 South Twelfth St., Philadelphia, Pa. 
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New =agend* nt Paper. IF H OTEL 
Portland Transcript :}} MANAGERS 
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navn following facts wii interest would use as much discretion 
mediums and who appeal to New Kng in the selection 
land buyers. f th 

FIVE FACTS. aes: 


The average weekly circulation 
of TRANSCRIPT Yor the y 


aoa Paint 
? One-half of this circulation is in 


‘aaa to be applied to their buildings as 
they use in other details, they would 


Probably no r in the coun’ 
3. Sab ly no pape) try 














Many TRANSCRIPTS are’ borrowed get far better results and effect con- 
from house to house and finally siderable saving. 
South” ee we, ire aamaer it We want to tell you what we 
this — ye know about White Lead, Paint, etc. 
4, ip res. “The 4 age of ‘adv 2 ies Our booklet, ‘* Truth About Paint,’’ 
not ex mns. i 
by ge position for “run is free for the asking. b 
of paper’’ ps 
The advertising rates of the TRAN- 
5, set erat ote. te F. Hammar Paint Co., 
ree extra good can 
had by earty epplication. 12th and Spruce Streets, 
co. 7 ST. LOUIS, MO. 4 
Portland, M: 3 4 
ooeee oe wood bvvvvy pve v 











It Wins— 


Every time, simply because it is a friend 
of the family. To reach home buyers you must use HOME 
Papers. ‘That's why the five papers in Lane’s List are at the 
top of the Result-bringers to advertisers. Advertising results 
and net profits are one and the same thing. A letter or postal 
card will bring you full information. 


LANE’S LIST, Inc., Augusta, Maine. 








Your Summer Resort 


to be profitable must be well patronized. . To be well 
patronized it must be well advertised. If you don’t use news- 
popes space, you need Circulars, Folders or Booklets. If you 
ave done all you can to advertise your place, let me have a 
try and see if I can’t make ped business pay better. I will 
write and print any kind of advertising you want— do the 
whole thing complete. I don’t want a suburban villa for 
writing an ad, either. You'll get the best work for a very 
reasonable Bag I have a good idea for a Summer Resort 
Booklet. rite for particulars. Address 


wri, JOHNSTON, Mgr. Printers’ Ink Press, 10 Spruce St., N. Y. City. 
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Post=-Office 
Statements. 


Farm Journal over 10,000 circulation, 
Since February 1, 1897, we have the 
documents for not lower than 10,000. 
They show as high as 10,777, lowest 
10,000, 

Our sworn circulation in the American 
Newspaper Directory for 1896 is 8,529. 
The paper at that time was known as 
Western Soil Culture. It was under 
a different management, and claimed 
15,000. We changed the name and 
figured the honest, actual circulation 
from the printer’s statements. 
Campbell’s Soil Culture is edited by 
the great agricultural authority of the 
west, H. W. Campbell, originator of 
the Campbell Method, It teaches the 
farmers of the Northwest how to raise 
crops in spite of drought. ITS 
SPECIALTY MAKES ITS SPACE 
VALUABLE, 

Mr. Campbell has supervision of over 
40 experimental farms under his method 
in the Dakotas, Nebraska and Kansas 
this season. 


They fou Campbell’s Soil Culture and 


Semi-monthly ; subscription, $1.00 per year. 


PUBLISHED BY THE 


CAMPBELL PUBLISHING CO., 


Sioux City, lowa. 
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THE BEST advertising medium 
in the U. S. considering rates is the 


Youth’s 
Advocate 


NASHVILLE, TENN. 
It has the circulation and is read 
by all the family. 


Sworn 
te Average 19,2 16. Statement 
This certifies that the average 
number copies Youth’s Advocate 
printed at each issue since it was 
pure y its present owners 
(April, ’97), has been 19,216. 
‘ (Signed) DANIEL DALY, 
Foreman room Youth’s Advo- 
cate Pub. Co., Nashville, Tenn. 
Subscribed and sworn to before me 
this 7th day < January, 1898. 


. W. WA 
Notary Public [szaL.]) 
1 ad 8 times brought 1,302 Replies. 
We run 13g inch “ad” 8 timesin 
the Youth’s Advocate, and tLe same 
“ad” double the number of times in 
several other leading pees. We 
received 2,164 letters, and 1,302 stated 
saw our ‘“‘ad” in the Youth’s Advo- 
cate. e “ads” cost as follows :— 
Youth’s ans only $18.00; other 
DOOM. Rignet L. HOLT. 


(Signed) H. , 
President Students’ Register Co., 
Nashville, Tenn., 1897. 
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The advertising done by the above in the LEADER evidently pays, as they have 
been with us for some time. It would pay you. Try it once, and you'll stay with us. 


> 
| THE SUPERIOR LEADER, West Superior, Wis. 





| The Most Prominent Foreign Advertisers 


«-.-im this country advertise in the Superior Leader..... 


Wells & Richardson Co. 


artia 


C. I. Hood & Co. 

N. K. Fairbank Co. 
Scott & Bowne. 

H. E. Bucklin & Co. 


Lydia E. Pinkham Med, Co, 
World’s Dispensary Med. Asso. 
Royal Baking Powder Co. 
Price’s Baking Powder Co. 


7) 


Dr. Williams Medical Co. 
Potter Drug and Chemical Co. 
Munyon’s H. H. R. Co. 

Stuart Co. 

Pyramid Drug Co. 

Cheney Medicine Co. 

Peruna Drug Co. 

Warner’s Safe Cure Co. 

Lea & Perrin. 
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Daily average 
f adeno 


5,552 


THE JOLIET DAILY NEWS 


The Great Home Paper. 


Daily average for 











Employs 42 carrier boys. 
No papers sold on the 
streets, 


The paper for shrewd advertisers. 
None but reputable goods advertised. No liquor or fake ads taken at all. 
«++ THE NEWS COMPANY... 


last twelve months, 


rere) | 
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PRINTERS’ INK, 


An Opportunity! +) WELGOME GREETING 


inuunnanecgs 
If there are any of the readers Is accorded 


of Printers’ Ink who would like to 
reach an exclusive class consist- to us when- 



































ing of wealthy stoukaen and pete ever adver 
them directly through tisers have 
used our 

Texas Stock publication 
AND We are 

asked to 

Farm Journal ci seis 
—or in 

CIRCULATION, other words—a renewal of con- 


— eres sanapiehteecnete tract is readily given. It pays to 
Rates, 10c. per Agate line, with 


liberal discounts on time and be with us. 
space contracts. 
THE AMERICAN 

















OFFICES : School Board Journal, 
= DALLAS. FORT WORTH. New York, Chicago, 
: SAN ANTONIO. 3B. 14th St. 48 Jackson St. 
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Hartford, Conn., the Wealthiest City 
of its Size in U. S. 






If you want Hartford’s best people as guests at 
your Summer Resort or Hotel this Summer— 
Tell them so through the advertising columns 


of the “ Post.” 












The Post is an evening paper—and talks to 
its patrons when they have time to listen. 


Address 







HARTFORD POST, 
Hartford, Conn. 


Post Sold for Feb., 1898, better by 
42 per cent than Feb., 1897. 
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AMERICAN NEWSPAPER DIRECTORY 
CONFIDENTIAL 
INFORMATION BUREAU. 


CONCERNING THE CHARACTER AND 
CIRCULATION OF NEWSPAPERS. 











THE AMERICAN NEWSPAPER DiRECTORY is issued four times a year. 
Orders are solicited for an annual subscription covering the four issues (which 
appear on the first day of March, June, September and December) and a 
yearly subscription for PRINTERS’ INK, a journal for advertisers, issued 
weekly. The price of an annual subscription, is twenty-five dollars; and the 
subscriber becomes a member of THE AMERICAN NEWSPAPER DIRECTORY 
Confidential Information Bureau, and in consideration of the payment of the 
sum of twenty-five dollars, strictly in advance, is entitled to the privilege of 
applying to the publishers of the Directory, at pleasure, for a confidential 
report concerning the circulation or character of any newspaper credited by 
the AMERICAN NEWSPAPER DIRECTORY with a circulation rating greater 
than 1,000 copies per issue. Such confidential reports will be supplied to 
subscribers whenever called for. 

In dealing with newspapers and periodicals and paying them large sums 
for advertising it often appears essential to the advertiser to know about the 
stability, character, standing and present circulation of a particular publication 
under consideration. The information conveyed by a newspaper directory is 
necessarily brief and touches only upon well-defined lines. A timely knowledge 
of some important detail of the past, present and the probable future of a 

per may occasionally prevent an unwarranted expenditure. What seems gold 
on the surface is sometimes only gilding. 


Among the list of subscribers to the 
American Newspaper Directory Confidential 
Information Bureau are the following well- 
known advertisers: 


Royal Baking Powder Co., New York. 
Procter & Gamble Co., Cincinnati, O. 
Wyckoff, Seamans & Benedict, New York. 

J. C. Ayer & Co., Lowell, Mass. 

James Pyle & Sons, New York, 

Hall & Ruckel, New York. 

Sterling Remedy Co., Ind. Min. Springs, Ind. 


THE AMERICAN NEWSPAPER D1REcTory Confidential Information 
Bureau, with the more than thirty years’ experience of its founders, and with 
the facilities at their command, is often in a position to tell about a specified 
publication just what an advertiser would very much like to know. 


ADDRESS 
GEO. P. ROWELL & CO., Publishers of 
AMERICAN NEWSPAPER DIRECTORY AND PRINTERS’ INK, 
No. 10 Spruce St., New York, 
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PRINTERS’ INK. 


TELLING 
SECRETS 








Mr. A. W. Peterson, advertising manager: of 
The Indianapolis News, in a conversation about 
Newspaper Directories and advertising publications, 
recently said: “I believe the American Newspaper 
Directory has gone further in bringing out the truth 
about newspaper circulation than any other publi- 
cation. We think very highly of the American 
Newspaper Directory. I notice that Mr. Rowell’s 
friends are the honest, strong newspapers of the 
country, and it is their indorsement that is worth 
most and counts most in showing that he is doing 
his work honestly and thoroughly. Printers’ Ink 
is undoubtedly the leader among publications de- 
voted to advertising. It is the first of its-kind. . I 
have read it from the beginning. I said from the 
beginning that it was telling just what I have learned 
in ten years’ experience as a printer, pressman 
publisher, reporter and advertising manager—telling 
just what people are anxious to know—-secrets, 
That is what made it a success from the beginning. 
Everybody wants to know how to prepare advertis- 
ing, how to make paying contracts, and PRINTERS’ 
Ink has devoted its entire career to telling these 
things, Everybody seeks favorable publicity for 
their work or their wares, and that is why I believe 
that everybody is interested in PrinTERs’ INK.” 








PRINTERS’ INK. 


Tells Its Own Story 


Whole amount of newspaper postage paid in 

at the Wichita postoffice during 1897 was 

$1,731.70—See Third Assistant Postmaster 
General’s Annual. 


tm Wichita 
Eagle 


Paid $1,432.76 


of this amount. There are 27 other publica- 
tions that pay the balance—$298.94. Eagle’s 
excess, $1,136.62. 

Our Express Company Bundles go out on 
every train. We deliver direct to the train 
Newsboys—there are 22 Mail Trains daily. 
Our city delivery is larger than the circula- 
tion of all the dailies combined, regardless 
of where they are printed. 


Our Field 


























Peculiarly our own—Southern Kansas and 
Oklahoma. We have no competitors, be- 
cause of our location. Population increasing 
rapidly. 


See George P. Rowell’s R. P. lurdock, 


Next Quarterly for 
Statement. Business [lanager. 





The S. €. Beckwith Special Agency, © 


“The Rookery,” Tribune Building, 
Chicago. New York. 




















PRINTERS’ INK, 


Here’s an offer that any advertiser who is anxious to get the best results out of the money he 
is spending should take advantage of. It is a veryunusual offer—one that we don’t ordinarily make. 
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Read it over carefully and see if it won’t fit your own case. If you want to take advantage of 


it, sit down and write us to-day. 


In nine cases out of ten an advertiser 
has many good ideas of his own to im- 
prove his advertising matter, but not 
being an artist himself, and therefore 
being unable to sketch the idea out 
properly, he either neglects to have it 
done by a competent man, or else for- 
gets all about it.. Besides, he fre- 
quently does not care to go to the ex- 
pense of having a sketch made, because 
artists naturally expect to be paid for 
their work and they are not always will- 
ing to make such things on approval. 
Many an advertiser would buy a good 
sketch if he could do as he does with 
a suit of clothes—try it on before pur- 
chasing. Now, that is the reason that 
we make the following offer: 

Send.us a description, or even the 
roughest kind of a sketch of any idea 
that you would like drawn out for you 
by a thoroughly competent artist,and we 
will have one of our very best men make 
a good, careful pencil drawing of it. We 
will forward you this sketch with a de- 
scription of how it ought to be used— 
what colors it should have (if any are 
needed) and any other information that 
we think will be of interest to you. 
Such work we will give you entirely 
gratis. If you like the sketch and 
want our prices for the finished work, 
we will talk business; otherwise you 
will be under no obligation to us what- 
ever. The cost of it we will charge up 
to our advertising expense account— 
and will count it a mighty good adver- 
tisement at that, so you see that while 








THE GIBBS & WILLIAMS CO 


ORIGINATORS OF 
NOVEL ADVERTISING IDEAS 
AND PRODUCERS OF 
ARTISTIC LITHOGRAPHIC and 
PRINTED MATTER 


183 William Street, New York 


it looks on the face of it, that we give 
something for nothing, we are really 
doing it so that we can show you how 
well equipped we are to dothe right 
kind of work. ; 

If you haven’t any ideas of your own 
for your advertisements and simply 
have it in mind to change them, send 
us a copy of some designs you have 
used in the past and we will supply the 
idea as well as the drawing. Some of 
the best advertisements we have pro- 
duced have been suggested to us in the 
crudest possible form by an advertiser, 
and we have elaborated them by com- 
bining our own notions with his, pro- 
ducing an effect which he would not get 
if he depended upon his own ideas alone. 

The work of this kind that we want 
you to ask for are suggestions for neat 
catalogues; striking posters and street 
car cards; advertising hangers and show 
cards; magazine advertisements. These 
things are our specialties—we do them 
well, Our particular line is artistic 
lithography and printing—the kind of 
work that makes the man who sees it 
exclaim ‘‘ That’s good!” We believe 
in bold treatment of design, combined 
with an idea that is appropriate, readily 
understood, and above all, refined. 

Take advantage of our proposition 
if you want to improve your advertise- 
ments. This offer is limited, strictly 
so—we don’t want too many takers, 
and we don’t want mere curiosity seek- 
ers, We reserve the privilege of dis- 
continuing it at any time. 
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La Presse has undoubtedly the larg- 
est daily circulation in Canada, It 1s 
the organ of the French-speaking Cana- 
dians.—Printers’ Ink. 


ti a p re S & @> Montreal, 
Canada, 
is probably the most progressive 
French paper in the world to-day. 
waswece 

It is the greatest French daily in America. 

It is the greatest daily in the Dominion of Can- 
ada, without exception. 

Its circulation is over 65,600 copies daily. 

One edition a day—evening. 

Its circulation is proved to advertisers. 

Pressroom and circulation books are always 
open to advertising patrons. 

It circulates in Montreal City and suburbs first— 
population 300,000; then in the Province of Que- 
bec—population 1,500,000; eighty per cent of total 
population French speaking, according to census. 
The balance goes to the French Canadians who live 
in the New England States’ manufacturing towns. 

No other paper covers this territory—La Presse 


is alone—and it covers the field thoroughly. 


WRITE FOR RATES. 


LA PRESSE, Montreal, Canada. 
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The Giant of <SxSxSxo> 
The Five-Cent Magazines 


THE 
HALF HOUR 


The best and cheapest monthly pub- 
lished. 

As attractive and as interesting as 
many of the more expensive magazines. 


NOTHING LIKE IT 
FOR THE MONEY. 


Advertisers report a large number of 

replies from the HALF HOUR. 
Advertise now in the HALF HOUR 
and get the benefit of low rates and 
rapidly increasing circulation, 

Your regular agent will quote you 
prices, or write to us direct. Copies of 
the HALF HOUR on all news-stands 
throughout the country. 

Please send for sample copy and rates. 


w 


George Munro’s Sons, 
17 to 27 Vandewater Street, 
New York. 
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rit DODDSDDDSIAY 
® The Biggest 


Be 


® Liar Wins 
sometimes—but we want a 
truthful, hustling representa- 
tive in every manufacturing 
city who can get advertising. 
We want him to investigate 
thoroughly before he begins 
work—then he can know what 


he talks about. 





Are you the man? 





Then write to M., 
NEW IDEA PUBLISHING CO., 


a & 638. Brosdway, °°. ©. New York. \) 








W 
WV 


W 
W - 
Y 
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Newspaper men who desire to attract the 
attention of Proprietors of Schools and 
other Educational Institutions to the merits 
of their publications as mediums for their 
advertisements would do well to avail them- 
selves of the special School number of 
PRINTERS’ INK for May 25th, which will 
go to nearly every Educational Institution 
in the United States. The edition will be 
above 25,000 copies, and will afford an op- 
portunity for placing arguments where those 
interested in advertising Schools will see 
them at the very time when they are mak- 
ing plans for advertising intended to inter- 
est the possible pupils for next term. 


SCHOOLS 


ADVERTISING RATES 
FOR THE SPECIAL EDITION ABOVE ANNOUNCED ; 








Classified Advertisements (no display), 26 cents a line. 
Displayed Advertisements, 650 cents a line, or $100 a page. 
Special positions, 26 per cent extra, if granted. 





JUBILEE NUMBER 
The issue of Printers’ Ink for July 6, 1898, will be first number for the eleventh 
year, and will be a Special Jubilee Editi 








Special Rates for the Special Editions: One Page in Both Issues, 
$200 net; One-quarter Page in the Two Issues, $50 net. 
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Go Where Money Is 


If you desire to make money. 


PROVIDENCE IS ONE OF THE RICHEST 


cities in the country, and outside of Boston is the most important 
city in New England. 


Its Demands for Goods 


are simply immense, and money spent judiciously in reaching these 
demands can not but bring large returns, 


~ TELEGRAM 


furnishes the very best medium for bringing goods to the notice of 
the purchasing public, because it has the 


Largest Circulation 


and because it 
REACHES THE HOMES. 


For January the net paid circulation per day of THE oe 
TELEGRAM was : 6,421 
While the. net circulation per Sunday of THE SUNDAY Tere. 
GRAM was ' , 38,310 
‘That the business men appreciate the fact that THE EVENING 
and SUNDAY TELEGRAM have the lead overall competitors in circu- 
lation, the following record is evidence : 
JANUARY. 

EVENING and SUNDAY TELEGRAM, inches of paid advertising, 23,878 
All kinds-of advertising carried by competitors, . i . 20,833 
PAST NINE MONTHS. 

EVENING and SUNDAY TELEGRAM, inches of paid advertising, 227,242 

All kinds of advertising carried by competitors, . . . 192, 


UN 


Providence 


Telegram 
Publishing Co. 


PROVIDENCE, R. 1. 
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To get it you have to 
be entitled to tt 
and to ask for tt. 


EVERY PERSON who places advertising through 
us to the amount of $100 will be presented with 
either a year’s subscription to PRINTERS’ INK, or 4 
copy of the latest issue of the American News- 
paper Directory, provided he asks for it. If the 
patronage amounts to $200, both PRINTERS’ INK 
and the American Newspaper Directory may be 
had if demanded. The customer whose business 
amounts to $1,000 will be made a member of 
the American Newspaper Directory Confidential 
Information Bureau, and be thereby entitled to 
receive PRINTERS’ INK regularly and a new.edition 
of the Directory every March, June, September 
and December, as it appears; also be allowed 
the privilege of applying to the publishers of the 
Directory, at pleasure, for a confidential report 
concerning the circulation or character of any 
newspaper credited by the American Newspaper 
Directory with a circulation rating greater thar 


1,000 copies per Issue. 
Among the first subscribers to the Confidential Information Bureau were: 
The Royal Baking Powder Co., 100 William St., N. Y. City. 
The Procter & Gamble Co., Cincinnati, Ohio. 
Messrs. Wyckoff, Seamans & Benedict, 327 Broadway, N. Y. City. 
The J. C. Ayer Co., Lowell, Mass, 
The Ripans Chemical Co,, N. Y. City. 
Messrs. James Pyle & Sons, 436 Greenwich St., N. Y. City. 
Hall & Ruckel, New York. 
Sterling Remedy Co., Ind. Min. Springs, Ind. 


FOR FURTHER INFORMATION ADDRESS 


The Geo. P. Rowell Advertising Company, 
No. 10 SPRUCE ST., NEW YORK. 















































PRINTERS’ INK. 








sar low” 


Akron, 
Beacon-Journal. 


Ashtabule, 


Bellefontaine, 


Index. 


Bucyrus, 
Telegraph. 


Cambridge, 


Jeffersonian. 
Defiance, 


East Liverpool, 


Crisis. 


Findlay, 


Gallipolis, 


Hamilton, 
News. 


Ironton, 
lrontonian. 


Republican-Express. 





Kenton, 


News. 


Lancaster, 
Eagle. 


Lima, 


Times-Democrat. 


Mansfield, 


Marietta, 
Register. 


Marion, 
Star. 


Massillon, 
Independent, 


Mt. Vernon, 
News. 


Newark, 


Tribune. 


Norwalk, 
Reflector. 








Over the prospect of a war with Spain. _ If 
fight we must, the Buckeyes will rally as one 
man to the defense of their country’s honor. 
At present they are willing to let President 
McKinley direct the ship of state while they 
and get ready to take full advan- 
tage of the prosperity which is indicated in 
every corner of the great State. 


“The Ohio Select List 


Will place your advertising in the homes of 
these people and charge only fair, honest, 
living rates for the service. 


Portsmouth, 


Times. 


Salem, 


Sandusky, 
Register, 


Sidney, 


Democrat-News. 


Springfield, 


Republic-Times. 


Warren, 
Chronicle. 


Wooster, 
Republican. 


Xenia, 
Gazette and 
Torchlight. 


Youngstown, 


Vindicator, 


Zanesville, 


Courier. 


: 
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Mtiol called toc in 5 days return to 
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Honest and Strong 








Mr. A. W. Peterson, advertis- 
ing manager of The Indianapolis 
News, in a conversation about 
Newspaper Directories and adver- 
tising publications, recently said : 
«“T believe the American News- 
paper Directory has gone further 
in bringing out the truth about 
newspaper circulation than any 
other publication. We think very 
highly of the American News- 
paper Directory. I notice that 
its friends are the honest, strong 
newspapers of the country, and it 
is their indorsement that is worth 
most and counts most in showing 
that it is doing its work honestly 
and thoroughly.” 
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a3 LOUIS V. URITY, 


Special Advertising Representative, 
AGRICULTURAL PAPERS OF GUARANTEED CIRCULATIONS, 











New York, __. wer. 2, 189¢-—_—— 








Publishers of The American Newspaper Directory, 
10 Spruce 8t., 
City. 

Gentlemen ;- 

1t is very tiresome and disgusting to me to read about the 
papers that claim from time to time that they have to give an order for 
the Directory in order to get their circulation correctly quoted in it.’ 
3 worked ‘on the Directory for several years and know that 4 paper could 
always get its circulation correctly stated by simply making out a | 
detailed circulation statement and signing it. 
7 Ver; truly yours, 


Rovio, ae 1: 











Tiresome and Disgusting 
| to a 
New York Special Agent. 
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“Tue Paris Corresponvence Co. & Press Aacency: 
44, RUE LA BRUYERE, PARIS, FRANCE.° 


20. Yenove. Read. Runt 8-97 


Wer paper feok} Uren vies, 

fons hs Uu Loe noite 
coin formed tatu woes the el od tran 

Uneafperaceded,, whieh Funes ery devry tohear 

: dou faith pi DLy . 





At the 
British 
Museum. 
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ALABAMA 


Is the most ‘progressive of all the Southern 
States, and has a population of over 
2,000,000 people; a large percentage of 
whom possess wealth and culture, and 
annually avail themselves of the induce- 
ments held out by Southern, Eastern and 
Northern Summer Resorts. «S=SxGxOxG> 







TO REACH THESE PEOPLE USE 


THE 


MONTGOMERY 
ADVERTISER 


(Classed by Geo. P. Rowell & Co. in their 
list of ‘‘One Paper in a State”) is the 
leading Alabama paper in news, influence 
and circulation, and it is safe to say that no 
paper in any State reaches a larger percen- © 
tage of the best clientele than THE ADvErR- 
TISER does in Alabama. For rates, sample 
copies and further information address 









Perry Lukens, Mey 
Eastern Representative, 


29 Tribune Building, New York City. 
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ING CORRE EN ROR BREN OREN 
Re = 
SN ~) 


_ AnApology Due _ 


Shy S 
aud BS y 
~y} : “22 . Sy 
S54 In the March issue of the Chicago /n/and Printer there ap- Bq 


ey peared an article entitled, ‘‘ Ill Considered Complaint.” It 3 
=) states how easy it is to throw the blame of any trouble which $9} 


eat ae 9 fi ‘ : 2 
SS may arise in a printing office on the ink man, the roller man or SH 
S54 . e = 
Sis the paper man, but more especially on the ink man. It then re- a 
A : : 
we lates about the editor of a country paper who found his error and 2 a 
a4 sent a letter of apology to the ink house and followed it up with a ay 
a public apology by an editorial in his paper. wy 
SW This recalls to my mind an editorial which appeared ina $ 
che 2 
3 Florida newspaper, apologizing for the poor appearance of the RN 


he7) 
ix 


5 paper, and stating it was due to using Printers Ink Jonson’s ink. 


ss 


we I felt rather hurt on reading it, as I had no knowledge of ever RS 
ad receiving a complaint from this man, and on looking up my sales Bed 
a7 book found I had sold this fellow a 25-pound keg of news ink 
SS} about two years previously. SS 
4 . = 

Sy . So 
Sy I wrote him to learn what was the %& 
Sr . / Sy 
& trouble with my ink, but he never re- & 
Seis iis 
&} plied. I am willing to wager a 500- &% 
Say . . RAS 
By pound barrel of my news ink against a 3% 
se : "a Sh) 
«i Copy of his paper that the fault was & 
Se _ . we 
§3 not mine, and that he has not the morai § 
in . . seh} 
§2 courage to apologize publicly. 4 
Ye SS 
ee In most cases the ink man is not given a chance to redeem oa 
xa himself, but is indicted, tried and condemned all at once. a 
S34 I am always glad to learn of any complaints with my inks, and, a 
By if the customer so desires, the goods may be returned and I will SP 
SS) refund the money and pay all freight or express charges. a 
ag =! 
ee Send for my price list and printed specimens. Address we 
an q 
ne Ba 









Be PRINTERS INK JONSON, 


Sn 8 Spruce Street, New York. 
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_THE TOLEDO COMMERCIAL. 




















(when it is a good one) 


in a city of 150,000 population 





has a large 
Exclusive Field 


The Toledo 


Commercial 


covers such a field 
Average Circulation for 1897, 8 454 





people who have money. 
Average for January, 1898, 9, 750 





You can’t cover the field without THE COMMERCIAL 
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STREET CAR ADVERTISING 


“ON THE LEVEL” 


GEO. KISSAM & CO., 


253 BROADWAY NEW YORK. 





The above cut illustrates 
our miniature spirit level sou- 
venir for 1898. ‘This level 
is covered with rich leather 
paper, the lettering being in 
silver bronze. 

It is not only a good 
level, but it fully symbolizes 
our business methods. We 
will mail one to any address 
on receipt of a two-cent 


stamp. 


GEO. KISSAM & CO., 


253 Broadway, New York. 
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elevated 
Advertising ? 


CERTAINLY ! 


TheBrooklynElevated 





We have no advertiser who can 
not answer yes to that. We 
elevate his business — which 
pleases him. He elevates our 
business — which pleases us. In 
other words, we are both elevated. 
And both happy. This is genu- 
ine reciprocity. And our rates 
are reasonable. 





GEORGE KISSAM & CO., 


253 Broadway, N. Y. 
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DEPARTMENT 





‘By Charles Austin Bates. 


ers of PRINTERS’ INK may yy to this department advertisements, pee, am. 


OF CRITICISM. 


he Peeesese reoses 





es or plans for advertising many as ible will receive full, 
ticism. ere is no coun ok for Ys Panrvens’ “ pays the freight.” 
Couoss, N. Y., March t2, 1898. to-morrow. He had better tell all the 


The inclosed advertisements are used by 
the Cohoes Savings Institution. The borders 
are our own, having been purchased by us 
and used exclusively by us. The ads appear 
every other day, changed every three weeks 
in three local daily gone and three weeklies, 
including one in Waterford, Generally a 
different ad in each paper. We insert free 
notices in regard to increase of accounts and 
size of deposits every month and a local 
about when money is to be deposited to draw 
interest. We spend about $200 in the news- 
povers, use pay envelopes for the mills, 

ooks for the children, and mail 1,000 to 
1,500 statements every six months to people, 
ta ing the names from the directo We 
have another savings bank in the city and 
several in Albany paying the same rate of 
interest. Our accounts and deposits are in- 
creasing and compare most favorably with 
those of others in the State when conditions 
are taken into account. Have read Print- 
ERs’ Inx for several years and it has assisted 
much in getting up our ads. We wonder if 
our ad can be improved and are open to 
criticism. Perhaps our experience may help 
others if you decide to use any of our ideas. 

Yours truly, 
Cuas. Forp, Treasurer. 

If there is one sort of institution 
that needs better and does worse ad- 
vertising than the Young Men’s Chris- 
tian Association it is the savings banks. 

A great many savings banks adver- 
tise, and most of the advertising is 
bad. This work of Mr. Ford is better 
than the average because he seems to 
have really studied his subject ; he has 
tried to look at his institution from the 
outside. He has succeeded in making 


some advertising that is pretty nearly 


The principal thing that is wrong 
with the ads I reproduce is the display. 
Too many lines are displayed. When 
a good, strong border is used, one dis- 
play line is plenty, and even that may, 
in many cases, be dispensed with. 

I should say that the best form of 
advertising for a savings bank, or any 
other bank, is plain pica old style with- 
out any display at all. The ads should 
be changed every day and should be as 
long as the story they have to tell. 
Fixed space should not be used. There 
is no reason why exactly four inches 
single-column should be used every 
day. The man who writes the ads 


may not have four inches to say tosday 
and he may have twenty inches to say 


story that he wants told to-day whether 
it takes an inch or a yard of space. If 
a man has a six-inch space to fill every 
day there wi!l be many days when he 
will talk two inches of sense and four 
inches of twaddle just to fill the space. 
The other days he will have to cut the 
very life out of his talk to get it into 
six inches. 

There are just about enough excep- 
tions to this rule to prove it. There 
are some lines of business that it seems 
possible to talk about each time in the 
same numberof words. But, asarule, 
the best advertising is not done in this 
way. 


A THOUSAND MEN 


win competence by quietly saving their 
money where one gets rich by crazy specula- 
tion. The wise man will be one of the thou- 
sand and open a bank account at once with 
the 


COKGES SAVINGS INSTITUTION, 
NATIONAL BANK BUILDING. 


Four per cent interest allowed on all de- 
posits of $5 or over, not exceeding $3,000. 


A MAN’S INCOME 


May be very large, but if he fails to 
save a part of it he never meets with suc- 
cess. The same may be said of the man who 
hasasmallincome. A first-class planis to 
lay by a dollar or more every week. It 
soon becomesa habit and you are on the 
right road to success and prosperity. 


THE COHOES SAVINGS INSTITU- 








NATIONAL BANK BUILDING, 
Cor. Remsen and Oneida Streets. 


Receives deposits of one dollar or over. 4 
per cent interest allowed. 





I have never been able to believe that 
advertising on pay envelopes was like- 
ly to pay the advertiser. Most men 
who get their pay in envelopes look 
forward to the coming of the envelope 
for several hours before it actually 
happens. When they receive it their 
principal desire is to get rid of the en- 
velope as fast as possible and get their 
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hands on the money. The money is 
the period at the end of the week’s 
work. When the money comes the 
week has actually been finished. 

I don’t believe that one man ina thou- 
sand ever reads the advertisement on 
his pay envelope, and I don't believe 
that one in a hundred of those who do 
read it remember what it was. 

The best advertising is that which 
reaches the reader during leisure mo- 
ments. This means certainly adver- 
tising in newspapers and other periodi- 
cals that people sit down comfortably 
to read. 

* # 
* 
CLEVELAND, Ohio. 

Dear Mr. Bates—Am inclosing you two 
special covers and an insert, and also a page 
ad from our ship building edition. 

While there is not so much room for orig- 
inality in trade paper advertising, I believe 
there is great room for improvement. I am 
also sending you a copy of our ship building 
edition. Yours truly, 

Marine Review,” 
F. W. Barton, B. M. 

The advertisements sent with this 
letter are neither very good nor very 
bad. They will run along pretty well 
in the rut of trade paper advertising. 

There is more room for originality 
in trade paper advertising than there is 
in any other kind of advertising I know 
of. When I say “originality,” I use 
the word in the sense in which it is 
generally applied to advertising. A 
thing is said to be original when it is 
striking or unusyal. As a matter of 
fact, there is precious little originality 
in advertising or in anything else in 
the world. The originators are most 
of them dead. Practically all of the 
alleged new ideas are merely adapta- 
tions of something that has been done 
before. As PRINTERS’ INK has said, 
‘** It takes more skill to adapt to one’s 
own purposes the ideas of others than 
to originate entirely new ones” I 
quote that sentence for the idea that it 
is meant to express rather than for what 
it really says. 

If it were possible to originate some- 
thing absolutely new, doubtless it would 
be a good thing. It doesn’t take skill 
to originate—it takes inspiration. Skill 
is necessary in adapting ideas to one’s 
own uses, and there is sometimes not 
a little inspiration in this process also, 
The adapted idea is, in many cases, 
much better than the original. The 
man who adapted had the original to 
start with—he improved on it. Per- 
haps the thing he adapts, believing it 
to be original, was, after all, an 
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adaptation of another adaptation of an 
adaptation of the original. Even Adam 
was an imitator—Eve ate the apple first. 

There is great room for improvement 
in trade paper advertising, whether the 
improvement be make by the use of 
strictly inspirational originality or by 
the plain, hard working skill of adapta- 
tion. However the trade paper ad- 
vertiser gets better advertising, it will 
benefit him. 

At the present time there is a won- 
derful opportunity for some few ad- 
vertisers in almost every trade papér 
that is printed. 

It is comparatively an easy matter to 
make a trade paper ad stick right out 
of the mass, This has been accom- 
plished toa striking degree by Isaac 
A. Sheppard & Co., whose ads on the 
first page of the Metal Worker, al- 
though not large, overshadow every- 
thing else on the entire page; and by 
the R. & W. Jenkinson Co., who use 
half pagesin Zodacco and Tobacco Leaf. 


* * 
* 


T have a letter from the publishers 
of the Brooklyn Weekly, published in 
South Brooklyn. 

The Jetter-head is distinctly good. 
It bears a little half-tone picture of the 
building in which the Weekly is pub- 
lished. Under the building is the 
paragraph : 

‘This is where we live—it belongs 
tous. And is chock full of up-to-date 
machinery, including typesetting ma- 
chines and a perfecting press. It is lo- 
cated at No. 1144 Third Avenue, near 
Forty-seventh Street, Brooklyn Bor- 
ough, N. Y.” 

MARCH 12, 1898. 
Charles Austin Bates, Esq., New York: 

Dear Str—We send you under another 
cover our issue of even date with our own ad 
in our own paper marked. If you think fit 
will you tel! us in your column in Printers 
Ink—which we read every week with pleasure 
and we hope profit—-what you think of it? 
Is such advertising of our newspaper likely 
to prove effective ? 

e have met with a marvelous success. 
Starting eight years ago with four dollars in 
cash and no plant, we have to-day a newspa- 
per with present circulation of 5,700, growing 
every week, a building of our own, a perfect- 
ing press, a Thorne typesetting machine, 
and we have ge contracted for a linotype, 
when we think we will be in a position to 
produce the best local newspaper in the State. 

Notice the number of small ads—*‘ adlets ” 
—to let, for sale, help wanted, etc., ads we 
carry. Do you know any newspaper of our 
character that publishes as many? Some- 
times we have three or four columns of them. 

But about our own ad in our own paper— 
what do you think of it? Yours very truly, 

Tue Brooktyn WEEKLY. 
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The letter seems to indicate a very 
prosperous condition. And it may be 
well to note in this connection that 
there is not a single foreign advertise- 
ment in the paper. 

There are twenty-four columns of 
local advertising. The local advertisers 
probably can not use any other medium 
so economically as they can the Brook- 
lyn Weekly, but the foreign advertiser 
can undoubtedly get more circulation 
for his money in the Brooklyn Zag, 

The matter advertising the paper be- 
gins as follows: 


MEDICINE FOR MERCHANTS. 


A BUSINESS TONIC WE CAN REC- 
OMMEND TO BUSINESS MEN. 


The story of the dark streets of Fa- 
laise and how they were lighted 
after several orders from the mayor 
of the town and the moral to be 
drawn from the tale. West End 
merchants who make money and 
others who don’t, and why they 
don’t. 


The following story of the mayor of Fa- 
laise is related by the Boston Herald: 

It was dark in the streets of Palaise. 

The mayor ordered that every citizen 
should hang a lantern in front of his door. 

But still the streets were no lighter. 

Then the mayor swore an oath and issued 
a proclamation that the citizens should put 
candles in the lanterns. 

And still the streets were no lighter. 

Then the mayor swore a greater oath and 
issued a proclamation that the citizens should 
light the candles. 

Then the streets were lighter. 

A man once wished to make money. 

He secured a good store. 

He secured good goods. 

He secured good clerks. 

He made no money. 

Then he turned on his store the light of 
newspaper advertising and let the people 
know he wasin business and why. He kept 
them inthe dark no longer. Then he made 
money. 








I must say that this opening story is 
remarkably good, and I ought to know 
because I wrote it for the Boston Her- 
ald. 
It is followed by a good common- 
sensible talk about advertising in gen- 
eral and advertising in the Brooklyn 
Weekly in particular. And this talk is 
followed by several testimonials. 

It is mighty good advertising. Every 
newspaper ought to publish some ad- 
vertising talk of this sort in every issue. 


PRINTERS’ INK. 


It will not only help the business of 
the paper by its influence on advertis- 
ers, but it will help advertisers by its 
influence on the reader. 

The talks should take the ground 
that most advertising is honest; that 
it is the legitimate news of the stores, 
and ought to be just as interesting, if 
not more, than the latest alleged rumor 
of a theory of a proposed report on the 
destruction of the Maine. 

The difference between the store news 
and the news news is that the store 
news is generally true and the news 
news is generally not true. Most of 


the news we read nowadays in the 
evening papers is contradicted in the 
morning issue of the same paper. 
But the things that are predicted in the 
advertisements of the evening papers 
happen the next morning—sure. 

* % 


In the New York Sun of March 8th 
appeared the following ad of W. & J. 


Sloane: 


W. & J. SLOANE 
To close out a special line of 
AXMINSTER CARPETS, 


will offer 350 pieces of highly desirable pat- 
terns, beginning to-day. At prices lower 
than ever before quoted on these goods. 


Broapway & 19TH STREET. 








I don’t reproduce the display, which 
was very good. 

The strong point of the ad is its 
dignity. It is so dignified that it gives 
very little information about the goods 
offered for sale. 

Would it be any less dignified if the 
price had been plainly stated, and if 
something had been said about what 
made this a special line and why it was 
offered so low ? 

I don’t think so. 

Certainly there are some facts about 
the price which could have been stated, 
thus adding point to the information 
given in the ad, without descending to 
what Sloanes undoubtedly would term 
‘“* bargain counter methods.” 

As Bill Nye remarked: ‘‘ Dignity 
does not draw. It answers in the place 
of intellectual tone for twenty minutes, 
but after awhile it fails to get there. 
Dignity works all right in a wooden 
Indian or a drum major, but the man 
who desires to draw a salary through 
life and be sure of a visible means of 
support will do well to make some 
other provision than a haughty look 
and the air of patronage.” 





PRINTERS’ INK. 


‘Try all things, 
Hold fast to that 
which is good.’’ 
Boyce’s Big Weeklies, 





600,000 Copies Weekly. 

$1.60 per agate line, no discounts. 
Boyce’s Monthly, 

400,000 Copies Monthly, 

$1.25 per agate line, no discounts. 
Our customers 

are getting 

Big results, 

that’s why we carry 

so much advertising. 

Try it yourself. 

W. D. Boyce Co., 

Boyce Building, 

Chicago, 

Hil. 
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AND ADVERTISER. 
W. R. HEARST. 
RESORT DEPARTMENT AND INFORMATION BUREAU. 


Announcement, Season 1898. 


About this time every year the Summer Resort Hotel Proprietor com- 
4 mences operations for the ensuing season. Everything is 
planned to make the hotel more attractive than ever before 
which adds life to competition and is one of the elements of financial 
success. A Summer Hotel may be considered incomparable in 
every respect—in view, surroundings, accommodations, service— 
but the question is, where are guests coming from? Thatis the 

rplexing problem, upon which a prosperous season unques- 
tionably depends. The correct solution is here. It is of paramount 
importance to those concerned. 


ADVERTISE IN THE NEW YORK JOURNAL, 
MORNING, EVENING AND SUNDAY EDITIONS, 


Through these mediums you reach the most people—the masses 
and the classes, here, there, everywhere. 


RATES-1s5 cents per line in each edition. 
$1.00 perline 7 consecutive insertions. 
$4.00 per line 30 consecutive insertions. 
No extra charge for display. 


All display is set in French Elzevir type, which is neither too 
dark nor too light, but has a neat and clean appearance, adding 
much to the attractiveness of hotel advertisements. 


The Journal’s Resort Department and Information Bureau, 


established at the beginning of the 1897 season, met with the 
most flattering success and unanimous indorsement. It was a 
new departure for a New York newspaper to undertake, and 
from the very beginning the public made constant demands upon 
its great resources for disseminating information about the vari- 
ous resorts that could not be obtained in any other way unless a 
loss of time and inconvenience resulted—a vacationist wants 
comfort. To the hotel proprietor a Bureau of this kind is of 
vital importance—indispensable. It acts as a New York office 
for the various summer hotels. Pamphiets, descriptive matter, 
maps, routes, railroad time tables and full information about 
each hotel is kept on file. Many inquirers leave it entirely in 
the hands of the Information Bureau where to spend vacation. 
The advantages of the Bureau must appeal, therefore, to the 
hotel proprietors, and naturally an advertisement in the Jour- 
NAL will seen by not only those who apply to the Bureau 
but to many who refer to it. Write for 1898 circular. Corre- 
spondence invited. 
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LIBERTY, , SULLIVAN County, June 19, 1897. 
RESORT DEPARTMENT AND INFORMATION BUREAU U, N.Y. JOURNAL: 
Gentlemen—I must co’ 








from the Journal Bureau is very much appreciated. 
8. H. GOODACRE, Proprietor The Clifford. 
SOUTH Comme, N.Y., August 31, 1897. 

RESORT DEPARTMENT AND INFORMATION BUREAU, N.Y. JOURN 

Gentlemen—I am very gratefu! to the JouRNAL for the assistance that it eee 
me. and the result is that_my house is filled with perme: In fact, I am packed, and 
will be until September. Yours, with kind 
Gro. DUxcAN, Proprietor Duncan’s Villa. 
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